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Ugh Proofs 


Uncle Sam’s decision to close the 
ace tracks must have done a great 
jeal to solve the paper problems 
f that extremely well read pub- 
ication, the Daily Racing Form. 


v v v 

If they decide to have smokeless 
ruesdays to alleviate the cigaret 
hortage, the tobacco companies 
in truthfully say, “This is going 
o hurt us more than it does you.” 


, ’ 

Gladys the beautiful receptionist 
ays she sees the newspapers refer 
o Charlie Chaplin as a comedian, 


but she doesn’t think his stuff is 
o funny any more. 
v v v 


“With metal men welding is a 
subject,” reports Metals Re- 


\nd Winnie the Welder agrees 
vre right. 
v v v 
A couple of Cincinnati 
built up a great agency 
through the skillful use of 
ublicity, proving once more that 
1 can’t fertilize a field without 
manure spreader. 


copy- 


iters 


~ © v 

Now that so many beautiful and 
harming ladies have become 
embers of the House of Repre- 
entatives, maybe the Congression- 


Record will decide to add a 
otogravure section. 
v v v 

Polk Survey Shows Warren 


pulation Up,” headlines ApDVER- 

ISING AGE, but it’s hard to see 

y they should want to show up 

ren any more than Youngs- 

wn, frinstance. 
v 


7, F 


What will be the drug store 
luntain menu of tomorrow?” asks 
rug Topics, deep in the mazes of 
ostwar planning. 

loesn’t that depend on how soon 

can make a banana split? 


, FF F 


lt is reported that 132 manufac- 
irers are planning to make home 
eezers after the war, and trade 
perts predict that some of them 
re sure to be left out in the cold. 


¥ FF F 


Yankee song writers in Paris 

amit they have been discouraged 

rom trying to write lyrics in 
h because they have discov- 
that “jeune” doesn’t rhyme 
“lune.” 


7, ¥ FF 


H. Richards, of Colgate’s 
im department, was _ pre- 
with a gold watch after 50 
service, but the story didn’t 
Ww Many soap wrappers were 
ed in the deal. 


vv YF 


fellow who says he has had 


volte aad — FRE ig A 4 CED says. See Page 42. | tion of Bondex hot iron tape, on 39 women’s participation program 
inder with words and has Other features: | and 10 one-minute spots weekly on four stations, through Kenyon & |" 
nate creative ability. The} Eckhardt. 

as already marked him as an| Ad-libbing 12 
y man with a future. | Editorials 12}Tea Bureau to Start Comic Section Ads 

y,sweey, fessor Page 37 New York, Jan. 5.—The first general campaign of Tea Bureau 
| Getting Personal 40 Gunns sete all dast in. cansin eantion ‘2k they neerenenees 4 

reason jockeys and other| Information for Advertisers 12 ae sets her ton ga — a a oe oe Soe mee ae 
ollowers are not hurrying to! In Washington 2g | month, through William Esty & Co. 
var plants is that like the! Obituaries 51 
all umpires they hate to give | photographic Review 55; Y&R Gets Benrus Account March 1 
ose very nice hours. | Rough Proofs 1! New York, Jan. 5.—Benrus Watch Company will shift its account 
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a War Born Revolutionary Development 


Hearing Lenses! 


whith ering te te deetamed. ter the Siew Meme, 
© ter clearer, mare sharply “focused” hearing of 
senrersation. mush, the whale 


wert of seend 


TESTS 'HEARING LENSES'—This full- 

page message opened a _three-city 

newspaper test drive for Acousticon 

"Hearing Lenses," which may be fol- 

lowed by a- nationwide campaign. 

Ruthrauff & Ryan is the agency. (Story 
on Page 6) 


Lever-Pepsodent 


Sales Force Armed 


for Postwar Battle 


158-Man Drug Unit 
Holds First Meeting; 
More Ads Planned 


Chicago, Jan. 3.—Something like 
an all-time high in sales staff 
meetings was probably set today 


when Pepsodent Division of Lever | 


Bros. Company held a meeting 
here for the merger of the drug 
sales force of Lever Bros. with the 
sales force of the former Pepso- 
dent Company. 

Most sales meetings have little 
or no interest to anyone except the 
men who attend them. This one 
had special entertainment from 
Bob Hope —at his best — George 
Burns and Gracie Allen, Bob 
Burns, Cecil B. DeMille and 
Frances Langford, and slide films, 
sound recordings and staged pres- 
entations, all presented with ut- 
most dramatic appeal. 

The combined sales force of 
about 160 men, assembled at the 
Knickerbocker Hotel to hear some- 
thing about their prospects result- 
ing from Lever’s acquisition of 
Pepsodent last summer (AA, July 
3), were immediately set at ease 
as they heard about the division’s 
“duty to furnish sales and mer- 
chandising ideas to its salesmen.” 


Luckman Outlines Policy 


Charles Luckman, 35-year-old 
president of the division and for- 
(Continued on Page 50) 


Wartime Controls 
Drop them gradually, 


| built 


lham-Paige 
| Motors 
| ration, 
| told the Chicago 


| son & Johnson subsidiary, will start on Feb 


30| from J. D. Tarcher & Co. to Young & Rubicam Marc! 


Graham-Paige to 
Enter Auto, Farm 
Equipment Fields 


$160 Million Annual 
Auto Ad Bill Seen 
by J. W. Frazer 


[Copyright, 1945, by 


Advertising 
itt whole or in part expressly prohibited without written permission. | 


By LAWRENCE M. HUGHES 


New York, Jan. 4.—Twenty-two United States advertising 


22 Major Agencies Billed 
$515,000,000 in 1944 


~ JWT Leads with $72,000,000: Y&R 
Next with $51,000,000; 


McC-E in Big Gain 


Publications, Inc. Reproduction 


agencies had combined billings of over $500,000,000, or an 


Chicago, Jan. 
that automobile advertising will | estimates from data obtained 
total $160,000,000 in the first year aiaek ‘ oat 
of unrestricted civilian production presidents, new 
and that 6,500,000 cars will be} 
in that 
period, J. W. 


business vice-presidents, 
other high executives of these firms. Their total was about 
| $65,000,000 more than their combined billings in 1943. 


4.— Predicting | average of nearly $24,000,000 each, in 1944, ADVERTISING AGE 


in interviews with chairmen, 


treasurers and 


Frazer, chair- 
man of Gra- 


opt Sees Hope 
| for Byrnes’ Ban 
on Conventions 


Corpo- 
Detroit, 


adclub this 

noon that his ; am 

own company Washington, Jan. 4.— Favored 
will be an im- |by the administration’s new 


|“tough” attitude toward the war, 
|ODT is plugging once more for a 
flat ban on conventions and trade 
shows, and re-emphasizing hints 
that travel rationing may be in 
the offing. 

With horse racing closed down, 
and new steps proposed to mo- 
bilize manpower, ODT is hoping 
that War Mobilizer Jimmy Byrnes 
will issue an edict against meet- 
ings on the theory that they in- 
volve railroad and hotel space 
which cannot be spared. 

According to the ODT argument, 
voluntary control of conventions 
has completely broken down. Dur- 
ing 1944, for instance, more con- 
ventions and trade fairs were held 
than in prewar 1941. Of 5,000 such 
sessions, only 183 were called off 
in compliance with ODT requests, 


Few Meetings Aided War 


An ODT spokesman asserts that 
very few of the 5,000 meetings 
were really important to the war 
effort, and that actually many of 
the 183 canceled ones rated above 
the ones that were held. He 

(Continued on Page 51) 


portant postwar 
‘factor in the 
motor car field 
and in the farm implement field. 

The $160,000,000 postwar auto- 
mobile advertising expenditure 
will be about 30% over the 1941 
outlay—the previous record—ac- 
cording to Mr. Frazer, who said 
that the postwar ad fund will 
probably go about 50%, or $80,- 
000,000, to newspapers; 20%, or 
$32,000,000, to magazines; 7%, or 
$11,000,000, to network radio, with 
the remainder being spent in farm 
publications, outdoor, direct mail, 
and other advertising media. 


— 


J. W. Frazer 


Five Years to Run 


The annual advertising created | 
by the industry will “hover around | 
the $150,000,000 mark for at least | 
five years after the war with| 
Japan ends,” he predicted, “be-| 
cause of the tremendous pent-up | 
demand for new cars and because 
the auto manufacturers will engage 
in some of the hottest competition | 
in their history. New names and | 
new types of vehicles will come| 

(Continued on Page 49) | 


Last Minute News Flashes 
Pepsodent, Bob Hope Sign 10-Year Contract 


Chicago, Jan. 5.—Pepsodent Division has signed a new 10-year con- 
tract with Bob Hope, whose Tuesday night show is aired over the 
entire NBC network and Dominion network in Canada. Charles 
Luckman, Pepsodent president, did not reveal the total amount in- 
volved, but it is understood to be near $10,000,000, providing a con- 
siderable boost in Hope’s weekly earnings. 


Nabisco Shifts to Radio for Biscuits, Crackers 

New York, Jan. 5.— National Biscuit Company, for biscuits and 
crackers in 1945, will replace newspapers with newscasts on stations 
from coast to coast. About 140 stations have been signed. Shredded 


Wheat will be advertised in about 400 newspapers and Shreddies| 
cereal in newspapers of scattered markets. McCann-Erickson is the | 
agency. 
Starts National Promotion for Bondex Tape 

New Brunswick, N. J., Jan. 5.—Industrial Tape Corporation, John- 


15 fir 


t national 


promo- | 


On the 15% basis, these agen- 
|cies had commissions of nearly 
| $75,000,000, or an average of 
nearly $4,000,000 each, in 1944. 

| All but about $25,000,000 of the 
| $500,000,000 volume was placed in 
the United States. 

Six of the agencies had billings 
|of $30,000,000 or more in 1944, as 
|compared with three in 1943. 
| Eleven had $20,000,000 or more in 
| 1944, as compared with seven in 

1943, and at least two other agen- 
|cies for the first time moved close 
|to the $20,000,000-mark. 
| The figures presented here are 
approximate. Some _ executives 
who gave precise figures requested 
that these be rounded out a bit. 
Others merely helped AA to guess 
more accurately. Some executives 
were restrained in their estimates 
and others perhaps too enthusias- 
tic. In some instances, AA cross- 
checked among several executives 
of the same agency and emerged 
with in-between figures. Prin- 
cipals of a few agencies could not 
be reached or would not divulge 
their figures. 


JWT in Lead 


The 1944 standings, in round 
figures, worked out like this: 

J. Walter Thompson 
pany (including at 
$12,000,000 foreign) 

Young & Rubicam (includ- 
ing $1,000,000 Canadian) 

N. W. Ayer & Son (includ- 
ing foreign) ... ‘a . 33,000,000 

McCann-Erickson (including 


Com- 
least 


$72,000,000 


51,000,000 


foreign) ‘ 31,000,000 
Foote, Cone & Belding 31,000,000 
Batten, Barton, Durstine & 
Osborn ei : 30,000,000 
Ruthrauff & Ryan 28,000,000 
Dancer-Fitzgerald-Sample 23,000,000 
Compton Advertising, In ? 000.000 
Newell-Emmett Company 0 000,000 
Biow Company 10,000,000 
Benton & Bowles 18,000,000 
Kenyon & Eckhardt 18,00! 1,000 
Kkrwin, Wasey & (« (it 
cluding $3,000,000 foreign) 17,000,000 
Arthur Kudner, In 16,000,000 
D'Arcy Advertising Cor 
pany 16,000,000 
William Esty & «% 14,000 000 
Grant Advertising, Inc. Cir 
cluding $4,250,000 foreign) 1 HOO O08 
Lennen & Mitchel 0 
Fuller & Smith & R 1,000 
| Campbell Mwald C« l 1000 
Maxor I 
Others Near Top 
Certain other agencis uch a 

iJ. M. Mathes, Inc., might be in- 
cluded in th list 
| The report, published in AA 
last umme that J Walte 
Thompson Company’ la 1] 
ngs for 1944 we ! 
$72.000.000 including S6HO_.O0 
000 domestic nd $12.000.000 

elp! q tit ne 

il age A ve ( 

owt Ga owt d é ( 
billing ctuall wel 
$13.000.000 inc! é 
f 943, wit ll f 
€ € La T I 
The agency had an 
erha $10,000,000 
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billings, bringing the domestic} 400,000 to a fraction over $50,- 

total to $60,000,000. | 000,000. About $10,000,000 of 
In the last 13 months, Thomp-| Y&R’s volume came from Gen- 


son has either acquired or begun|eral Foods, but several accounts 
to show billings on such accounts|in_its $2,000,000-$3,000,000 group 


as Ford Motor Company, Lever’s 
Vimms vitamins, National Broad- 
casting Company, Owens-Illinois 


Glass, and Reynolds Metals. Al- 
though Swift & Co., a veteran 
Thompson account, has been 


partly divided among other agen- 
cies in recent years, and McCann- 
Erickson has just obtained part of 
it, Swift’s billings increased 
through Thompson in 1944. Ford, 
through this agency, last spring, 
began its first substantial cam- 
paign in several years. Textron 
began a major campaign. Other 
newer Thompson accounts, such as 
National Peanut Council and the 
Blue Cross group hospital plan, 
are just getting under way. 


Y & R Billings Up 


The major Thompson loss of the 
year was Old Gold cigarets, which 
recently returned to Lennen & 
Mitchell. 
the Kellogg account went to Ken- 
yon & Eckhardt. 


Young & Rubicam’s domestic 


In 1943 JWT’s part of | 


—Borden, Bristol-Myers, Frank- 
fort Distillers, Lever’s Swan soap 
—aided materially. In the $1,000,- 
000-$2,000,000 expenditure class 
were Liebmann beer, Gulf Oil, 
Metropolitan 
Army Corps. Y&R’s loss of Ben- 
dix Home Appliances, to Ruth- 
rauff & Ryan, and of Westing- 
house institutional and radio, to 
Fuller & Smith & Ross and Mc- 
Cann-Erickson, was compensated 
for by the addition of General 
Electric’s appliance and merchan- 
dise department ($2,000,000 or 
more) and by Goodyear radio. 
New products of Borden, such as 
Starlac, and of General Foods, 
increased Y&R billings on these 
accounts. 


Ayer Claims Gains 


Although N. W. Ayer & Son’s 
losses in 1944 apparently exceeded 
new accounts, this agency reports 
that nearly all its continuing ac- 
counts expanded; that all offices 
were ahead for the year, and over- 


billings in 1944 rose from $43,-| all billings probably rose from 


Life and Women’s! 


about $27,000,000 to $33,000,000. 
The loss of Americ‘an Export Air- 
lines, for example, to Campbell- 
Ewald, it was said, was more than 
met by incréased billings on 
American Export Lines. Other 
major Ayer losses were G-E elec- 
tronics department, to Maxon, 
and National Cash Register, to 
McCann-Erickson. Grant Adver- 
tising, Inc., moved in on Plymouth 
Motor, with a comic strip cam- 
paign, but Ayer’s own Plymouth 
volume expanded. Ayer’s addi- 
tions in 1944 included Interna- 
tional Plastic, Johnson & John- 
son’s medicated plaster division, 
and part of Personal Products; 
Moore Business Forms, Inc., and 
United Drug. 


McCann Adds $12,000,000 


Although most of it won’t be 
shown in billings until 1945, the 
largest gain in new business of 
any agency probably was made by 


McCann-Erickson. This agency 
added about $12,000,000 in new 


business in 1944, or twice as much 
as in 1943. The 1944 additions 
included American President 
Lines; Emerson Drug, from Ruth- 
rauff & Ryan; Flamingo rum, 
Golden Wedding and Red Top 


... and then came 


“Just a rich man’s plaything,’ 
only forty years ago. But then came a new 
day ...the age of Mass Production and 
Advertising. Together, automotive progress 
power 
tising have “turned our nation into a 
neighborhood”’—and made the motor car 
the universal transportation of the average 


and the’ educational 


man and his family. 


We don’t know when the new cars are com- 
ing out, but we do know this: When civilian 
cars and trucks again come rolling off the 
assembly lines, The Star Weekly will be the 


When Victory brings home the motor-minded young men 
of Canada’s Air Force and mechanized army, car-buying is 
going to be more than ever ‘‘a family affair’. . . more 
than ever influenced by Canada’s great ‘‘family weekly’’. 


U.S. REPRESENTATIVES: 


NEW YORK ° CHICAGO e 


DETROIT ° 


A NEW DAY 


b J 


they said, 


of adver- 


auto industry’s leading advertising “buy.” 


Why? Because, since civilian production 
was “frozen” in 1942, The Star Weekly’s 
circulation has grown from 585,000 to 
750,000! Because The Star Weekly now 
covers over half of all Canada’s English- 
speaking families in the rich urban centres. 
Because, with 2,600,000 regular readers, 


The Star Weekly has over two-and-a-half 


magazine. 


times the readership of any Canadian 
Whatever your business, it’s 
just plain “good business’ 


on The Star Weekly market. 


te STAR 


* to concentrate 


WEEKLY 


PUBLISHED AT 80 KING STREET WEST, 


WARD-GRIFFITH COMPANY INCORPORATED 


BOSTON e 


ATLANTA e 


SAN FRANCISCO ° SALT LAKE CITY 


| whiskies of Schenley; National 
Biscuit’s shredded wheat and 
Shreddies, from Federal Adver- 
tising Agency; National Cash 
|Register, from Ayer; Revlon cos- 
metics, from Weintraub; Swift’s 
| Brooknas dairy products, and, 
from Y&R, Westinghouse radio. 
McCann-Erickson lost its $500,000, 
40-year-old Bon Ami account to 
BBDO. Certain newer accounts, 
such as Aviation Corporation and 
Curtiss-Wright, hit their promo- 
tional stride during the year. 
American Gas Association, among 
others, currently is expanding. 
But $12,000,000 or more of Mc- 
Cann-Erickson’s business still 
comes from the Standard Oil Com- 
panies of New Jersey and Indiana 
and their affiliates and subsidi- 
aries. 


BBDO Picture 


Batten, Barton, Durstine & Os- 
born added in 1944 somewhat 
more volume in new accounts than 
it lost. The principal additions 
were Bon Ami, from McCann- 
Erickson; Schenley’s Cresta Blanca 
and Dubonnet wines, from Wil- 
liam H. Weintraub; DeSoto motor 
cars, from Ruthrauff & Ryan, and 
General Electric institutional. On 
the other hand, Vimms vitamins 
moved to Thompson, and BBDO 
relinquished Lever Bros.’ Fairy 
soap and Gold Dust and Silver 
Dust, which had not been active. 
Coolerator refrigerator went to 
Ruthrauff & Ryan and Northwest 
Airlines to Newell-Emmett. BBDO, 
however, has a long list of $1,000,- 
000-and-up accounts, including 
Armstrong Cork, Brown & Wil- 
liamson, du Pont, Ethyl gasoline, 
Goodrich rubber, Hormel, Royal 
Crown cola, Schaefer beer, Stand- 
ard Oil of California, and U. S. 
Steel, and several of these ex- 
panded. A sharp increase in bill- 
ings came 
chiefly through sponsorship of the 
“Town Hall Meeting of the Air.” 


Foote, Cone Up 


Foote, 
up from $27,500,000 in 1943 to a 
little less than $31,000,000 in 1944, 


with all offices showing gains. Re- | 


duced billings on the Lucky Strike 
account, estimated at $6,500,000 
for the year, were met with new 
business from Hiram Walker, Inc., 
Hall Bros. greeting cards, and 
Selznick International Pictures, 
while several older accounts, such 
as Armour, Cities Service and 
RKO Radio Pictures, expanded. 
During the year, Ruthrauff & Ryan 
acquired part of the Lucky Strike 
account by selling Jack Benny to 
American Tobacco. 

The bulk of FC&B billings came 
from American Tobacco, Armour, 
Campbell Soup, California Fruit 
Growers’ Exchange, Frigidaire, In- 
ternational Cellucotton, RKO 
Radio Pictures, and Southern 
Pacific. RCA, formerly handled 
by FC&B, now divides about 
$4,000,000 between Thompson, 
Kenyon & Eckhardt and Ruth- 
rauff & Ryan. 


R&R Expanding 


Estimated as high as $35,000,000, 
Ruthrauff & Ryan’s billings actu- 


ally were about $28,000,000 in 
1944, an increase of $2,500,000 
from the total of $25,500,000 in 
1943. New business acquired in 


1944 plus expansion of present ac- 
counts cause R&R to estimate 1945 
billings at $32,000,000. In 1944 
R&R added the Jack Benny show 
for Lucky Strike, Bendix Home 
Appliances, Coolerator Company, 
Feen-A-Mint and the “Ellery 
Queen” show for Pharmaco, and 
lost Emerson Drug to McCann- 
Erickson and Ironized Yeast to 
Pedlar & Ryan. Other major 
R&R accounts include American 
Airlines, American Cigaret & 
Cigar, part of Campbell Soup, 
Brown-Forman Distillers, Electric 
| Auto-Lite, substantial parts of 


on Reader’s Digest, | 


Cone & Belding moved | 


Advertising Age, January 8, 4 


Army Takes Ove 
10 Wards Store:, 
3 Order House. 


Chicago, Jan. 4.—The Arn 1i 
week extended its control o\¢ 
Montgomery Ward & Co. to e¢ 
of the nine mail order house: »; 
to 10 of the company’s 640 es 
It is computing accumulated g 
increases due the employes e 
WLB “orders” which Sewe) | 
Avery, Ward’s chairman, 1 F 
to recognize. 

Army officers said the empioye 
will receive the wage pay: 
next week or soon afterward. 

Officials for Wards today ‘| 
ADVERTISING AGE they do not e 
pect the government to interfe; 
in the company’s merchandisin 
and advertising policies. hd 
Army, they said, has taken cop 
trol of only a few of the store 
and houses and cannot very we! 
extend its powers to the re 
the organization, even assumin 
the Army wants to. 


Several top executives hay 
been discharged by Maj. Gen 
Joseph W. Byron, managing t! 


seized properties, after their re 
fusal to serve under the Army an 
take the official oath. Except foj 
them, other officials and employe 
are at work. At Detroit, wher 
some store property was damage 
in the recent strike, Army official 
said everything is going wel! 
They placed advertisements in De 
troit newspapers announcing re 
sumption of night hours for com 
pany stores. 


White Rock to K&E 


from Newell-Emmett 


White Rock Corporation, Ney 
| York, has moved its account fro: 
| Newell-Emmett Company to Ken 
|yon & Eckhardt, New York, effec 
|tive immediately. 

Previously known as_ Whitd 
|Rock Mineral Springs Company 
the company’s name was chang 
in August when National Dis 
tillers Products Corporation, New 
| York, purchased the White Roc! 
| interests. 


Joins Trimz 

H. A. Winearls has been elected 
| vice-president and general mai 
|ager of Trimz Company of Ca! 


|} ada, Toronto, subsidiary of Unite 
| Wallpaper, Inc., Chicago. 


FIVE DOES|IT 


Yes Sir, five papers wi 
give you 87% coverag 
of the newspaper reader 


ship of 


MICHIGAN’ 
UPPER PENINSU 


“A STATE WITHIN A STA 


Escanaba Press 


Iron Mountain News 
Marquette Mining Journ! 
Sault Ste. Marie News 


Lever Bros. and RCA, and Rup- | 


| pert beer. 
Compton Up $4,000,000 


Compton Advertising, Inc., quad- 
|rupled its billings in the last five 


years, and boosted them from 
$18,000,000 in 1943 to $22,000,000 
in 1944. These came chiefly from 
|Procter & Gamble, about $10,- 


|000,000; Socony Vacuum, $4,500,- 
000; American Home, $1,500,000, 
and Allis- Chalmers, $1,200,000. 
During 1944 Compton added Good- 
| year footwear division, New York 
|Life Insurance Company, and 
|United States Time Corporation 
(Continued on Page 52) 


Over 50,000 net paid ci 
lation daily at 28c per "4 


Represented by 


SCHEERER & CC 


Chicago |, ——S— New Ye 
35 E. Wacker Dr. 441. Lexington 


P 
| Member of the American Asso¢ 


| of Newspaper Representatit 


Houghton Mining Gazet °§ 
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own in the ranks of the police of a dozen cities, his monicker 
was the “NEEL.” He was that slippery. He’d walked through a 
‘ozen nets, as if they hadn’t existed. And he was a master of 


‘he simple disguise. 


But it’s one thing to have the police of a dozen cities after 


uu—and quite another to fear every pair of hundreds of 


WS iousands of eyes in cities all over the nation. You go in for a 
ci ack of cigarettes. Not a policeman within a mile. But there’s 
r | ne 1at damned magazine with your face in it on the stand. Or you 


1y a coke at a drug store and there it is again. Or you see a 


reetcar conductor eyeing you speculatively. 


PAD E MEN’S 


ive WE HE MEASURE OF A MAGAZINE’S WORTH IS ITS 


24g Sa 


soaiainc 
MYSTERY 


The public walks a million “‘beats’’—a policeman walks but one. 


e e an 
Note from “blotter” of Detective Bureau, Narcotic Division, U. S. 
Treasury Department: 


“R. F.* walked in here today and gave himself up. He said he 
wouldn’t stand a chance trying to stay clear once his face appeared 
on the wanted list in True Detective Magazine?” *Name on Request 
e “ = 
Publications that steadfastly and tirelessly fulfill a great social 
purpose have a unique place in the esteem of their readers. 
That esteem is an important part of the advertiser’s franchise 


in the magazines of Macfadden Men’s Group. 


GROU TRUE DETECTIVE 


MASTER DETECTIVE 
HOLD ON ITS READERS AND ITS VALUE TO SOCIETY 
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CIO, AFL on Four Nets 3:45-4 p. m., EWT, the same day, 
The tue tae te biteeee |on a 13-week basis for each union, 

ro le or organiza-| whi] th NBC series 

tions, the CIO and AFofL, com-| «ame . ro ee 

menced broadcasts of their own} 

radio programs this year, when) }-15-1:30 r . EW 

the Blue Network and CBS started | aie sjole in 7 

broadcasts on Jan. 6, NBC on Jan. | : 

7. Mutual indicated that it also Accounts to Sullivan: 

will make time available to either | : 

or both unions so desiring it. Blue Two Join Agency 

series is heard Saturday, 6:45-7| Colt Shoe Company, Boston, 


months of 1945 allotted to the CIO 
and the remainder of the year to/lets and the Trans-Plastic Com- 
the AFofL. CBS program, entitled | pany of Massachusetts, have ap- 
“Job for Tomorrow,” is heard | pointed Daniel F. Sullivan Com- 


“America United,” under AFofL | 
auspices is for 13 weeks, Sunday, | 


‘To Weiss & Geller 


p. m., EWT, with the first six|Newton-Waltham Bank & Trust| 
Company, Dr. Hilton’s Cold Tab-| being released from the Army, has 


pany, Boston, to direct advertising |Nesco to Roche, Williams 


and promotion. 


Frederick W. Cole, former pro-| _ National Enameling & Stamping 
motion manager of WFEA, Man-| Company, Milwaukee, 
chester, N. H., and Edward A.) turer of Nesco products, has ap- 
Poor, formerly with Vincent Ed-| Pointed Roche, Williams & Cleary, 
wards & Co., have joined the Sulli- | Chicago, to direct its advertising. 
lvan agency. J. M. Cleary will 


executive. 


Geller, New York. | Buffalo, N. Y, 


be account| Washington, Jan. 4.—Orgar , 


Swann Joins Flagler 

Lt. Col. Daniel D. Thomson,}; W. B. Swann, formerly with 
| Perrin-Paus Company and Presba, 
been named chairman of the post-|Fellers & Presba, Inc., ca 
war planning division of Weiss &|has joined Flagler Advertising, 


N a recent survey prepared by the editors of the 
Railway Age and its three associated publications, it 


is estimated that annual orders for motive power in the 
vears immediately after the war should total some 1,600 
locomotives of all types. This figure would considerably 
surpass the total annual purchases for any year since 
1924 and would approach the 1,900 — average of the 
vears 1920-24. 


Strained to their utmost to speed the heavy flow of vital 
war materials, railway facilities of almost every type are 
wearing out at a greatly accelerated rate. At the same 
time purchases of new equipment have been restricted to 
a point which has kept replacements and renewals at an 
abnormally low level. Thus a sizable backlog of vitally 
necessary railway purchases is being built up which 
should make the railroads a top-ranking market for man- 


ufacturers in the post-war period. 


vay N#E 


Hail 


1 P . ‘ “a r. 
2 . Pe ae 


B33 


ot = 
os - ~ ote a 


Now is a good time for manufacturers with products to 
sell in this basic market to prepare a strong sales posi- 
tion for the competitive period ahead through regular 
business paper advertising that gets across to the key 
railway men they want to reach. 


In the railway industry the four Simmons-Boardman 
railway publications are the recognized channels of tech- 
nical and business information. Each of these publica- 
tions serves one of the several branches of railway activ- 
ity and each one has a specialized audience of the key 
men who influence or control the purchase of material< 
and equipment in their particular departments. The men 
who recommend and authorize purchases of motive power 
and motive power equipment are the readers of Railway 
Age and Railway Mechanical Engineer. 

If you have not already received your copy, write for our booklet 
“The Post-War Railway Market for Manufacturers.” 


Simmons-Boardman Publishing Corp. 
30 Church Street, New York 7, N. Y. 


105 W. Adams st., Chicago 3% Term'nal Tower, Clevelund ts 
Washington 4, D. C. 1038 Henry Bldg., Seattle 1, Wash 
300 Montgomery St., San Francisco 4, Cal. 

530 W. 6th St. Los Angeles 14, Cal. 
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Feltis to Manage 
Broadcast Burecy: 
Staffing Begins 


tion of the Broadcast Mea ral 
ment Bureau moved rapidly a) aq 
today with the announcement ‘hat 
Hugh Feltis, one of the p:ime 
|movers in the project, had en 
|appointed general manager. A; 
|the same time the negotiaiingimmm 
|committee of the NAB, ANA andi 
pane A’s announced that pre!im- 
inary legal work had been com. 
pleted and that actual organiza‘ ion 
| and staffing of BMB is under way 
| With appointment of Mr. Feitis 
'who is currently manager of 
| KFAB, Lincoln, Neb., BMB direc. 
tors said the first item of business 
| would be to broaden the financia] 
| basis of the operation by appeals 
to broadcasters at the spring NAB 
|regional meetings. 

| Mr. Feltis said he is confident 
that broadcasters will give 

| eral support to the Bureau in viey 
of the enthusiastic endorsement it 
received at the NAB Chicag 
|meeting last summer. 


Expect Early Beginning 


An entire session at each of the 
NAB district meetings will be de-3 
voted to a presentation of detail, 
of BMB plans and objectives, i= 
was explained. At present BMB ae: 
is working with $75,000 provided . 
by NAB and Four A’s to make 
it a “going concern,” but Mr. Feltis 
expects that by the end of the 
| cycle of NAB meetings the ground- 
| work will be complete for actual 
inauguration of the survey. 

When in operation the plan is 
|expected to provide a_ uniform 
yardstick acceptable to advertisers 


| bear the same relation to radi 
| broadcasting as the ABC bears to 
newspapers and magazines and 
| TAB to outdoor. On his visit here 
| preparatory to a swing of the NAB 
meetings, Mr. Feltis gave no indi- 
cation of the probable delay be- 
| fore actual operations would begin 
| During his 15 years in radio, 
| including a year and a half with 
the Blue station relations depart- 
ment, Mr. Feltis has maintained 
constant interest in research, sales 
and marketing phases of the i 
dustry. He was one of the first 
members of the NAB sales man- 
agers steering committee, wher 
he constantly urged a sound and 
uniform method upon which stan- 
dard measurement of station co\ 
erage could be based. 
Under the plan, the BMB board 
will be made up of six advertisers 
elected by the board of ANA; six 
advertising representatives chose 
by the Four A’s and six broad- 
casters selected by NAB. NAB 
President J. Harold Ryan is chair- 
man; ANA President Paul West 
first vice-chairman; Four A5% 
President Frederic R. Gamble, 
second vice-president, and Roget 
Clipp, president of WFIL, Ph 
delphia, secretary-treasurer. 


Hillman to Biow 


Hillman Periodicals, Inc., ! 
York, has shifted the adverti 
for Pageant from Erwin, Wase 
Co. to Biow Company, New Y: 
Hillman set aside approxima! 
|$75,000 for promotion when ! 
|launched the new magazine if 
| November, and will spend sb- 
| stantially more in 1945, using 
eral newspaper ads and spot r: 
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PRACTICAL BUILD 


59. East Van Buren Chica 
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rtiser 

A; six 

chose 

= vs Sears Roebuck and Company, world’s largest mail order house 
chair ‘ ‘ ene P ‘a. 

West wanted to reach the urban and outlying families in the great Chicago 
r \2 

ect market. They wanted to enter the homes of the second richest buying 


center in the United States where 2,855,700 families spend over 
$3.500,000,000 annually. 

Sears Roebuck and Company, being astute advertisers, carefully 
surveyed the listening habits of the early rising radio audience before 


making their choice. The result 


a long term contract favoring 
WMA. Sears is sponsoring Everett Mitchell on “Town and Farm’, 
6:15 to 6:45 in the morning, six days a week. 

W MAQ— morning, noon and night—reaches the people who listen and 


Pact : buy. Information concerning time availabilities furnished upon request. 


HICAGO 


The Chicago station most people listen to most 


670 ON YOUR DIAL 


REPRESENTED BY NBC SPOT SALES 


A Service of Radio. 


Carnaratinn «af Amarin 
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Acousticon Plugs 
“Hearing Lenses’ 
in 3-City Test 


(Picture on Page 1) 

New York, Jan. 4.—With a full- 
Page opening shot, Acousticon 
division of Dictograph Products, 
Inc., this week launched a large 
space test campaign for “Hearing 
Lenses,” featured with its new 
Futura Acousticon hearing aid 
models, in the New York News, 
Hartford Times and Herald News, 
Fall River, Mass. 

Because of space-rationing poli- 
cies, only a split-run is used in the 
New York News. Half and quar- 
ter-page insertions in the three 
papers will follow. The number 
of insertions in the test has not 
been determined, but results are 


expected later this month, and a 
large space, nationwide newspa- 
per campaign may follow. 

This campaign is factory-paid 
but most of Acousticon’s advertis- 
ing will continue to be cooperative 
with dealers. The company has 
about 250 dealers now, and their 
number is being expanded in a 
current drive. Magazine efforts 
will be increased, if space is ob- 
tainable. This year’s expenditures 
for Acousticon instruments may 
total $400,000. Ruthrauff & Ryan 
is the agency. 

The new lenses, says the copy, 
perform for hearing “what a series 
of optical test lenses does for the 
fitting of your glasses.” Test in- 
sertions feature a coupon offering 
a free booklet, ‘Hearing Happiness 
through Hearing Lenses.” Three 
Futura Acousticon models recently 
were introduced at prices starting 
at $79.50. 


Chicago Ad Managers 
Will Meet Jan. 9 


Wesley Nunn, Standard Oil 
Company, H. H. Simmons, Crane 
Company, and L. E. Meyer, Inter- 
national Cellucotton Products, will 
discuss advertising budgets before 
the Jan. 9 meeting of the Chicago 
Advertising Managers Club. 

William S. Stinson, Cherry-Bur- 
rell Corporation, will be mod- 
erator for the discussion. Elon 
Borton, La Salle Extension Uni- 
versity, is chairman of the pro- 
gram committee. 


McKeehan Rejoins JWT 


William McKeehan has_ re- 
joined J. Walter Thompson Com- 
pany, New York, in his former ca- 
pacity as vice-president and ac- 
count executive. He has recently 
been serving in the Army. 


Adds Duties 


Paul A. Rickenbacher, an exec- 
utive in the motion ,picture divi- 
sion of Foote,-Cone & Belding, 
New York, has been named di- 
rector ‘of radio and television in 
addition to his present duties. Lee 
Strahorn continues as manager of 
the New York radio department, 
directing shows produced from 
that city. Mr. Rickenbacher, pre- 
viously with Young & Rubicam 
and J. Walter Thompson Com- 
pany, has been with FC&B since 
last Sept. 1. 


Norge Promotes Puffer 


Paul H. Puffer, former director 
of postwar planning and prior to 
the war general sales manager of 
Norge division of Borg-Warner 
Corporation, Detroit, has been 
elected vice-president in charge of 
employe and public relations. 
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Only 7 of 494 
Dailies Reject 
NIIC Campaign 


New York, Jan. 4.—Individya) 


manufacturers who have  jaq 
plenty of trouble getting the 
newspapers and the size of in-er- 
tions they want, because of the 
paper shortage, will be interesteg 


to know that the National Indys- 
trial Information Committee of the 
National Association of Manu/‘,c- 
turers, from the start of its cam. 
paign last month, has had beitey 
than a .995 batting average jy 
these respects. 

The NIIC insertions, on A, RB 
and C schedules, are 1,500, 1,209 
and 1,000 lines. The frequency js 
every week for the first four in- 
sertions and every fortnight there- 
after. The intended list was every 
daily, including morning and eve- 
ning parts of combination papers, 
in every city of 50,000 and more 
population—totaling 494. 

And yet only seven of the 494 
thus far have turned down the 
campaign. The seven, ADVERTISIN¢ 
AGE was told, are the Baltimore 
Sun, Kansas City Star, Los An- 
geles Times, Oakland Tribune and 
three West Coast Hearst newspa- 
pers—Los Angeles Examiner, San 
Francisco Examiner and Seattle 
Post-Intelligencer. The New York 
Times, which limits all general 
insertions to 1,000 lines, accepted 
only the C schedule. Contracts to 
all papers were for 14 insertions, 
although the campaign may run 
indefinitely. Kenyon & Eckhardt is 
the agency. 

NIIC expects many million dol- 
lars of tie-up advertising from 
individual companies — manufac 
turers, banks, railroads, utilities 
stores, etc.—in various media 
General Foods, International Har 
vester and U. S. Steel are reported 
to be launching such campaigns 
and others will be announced soon 
About 300 advertising agencie 
have written to say that they ard 
trying to get their clients into thi 
program. More than 10,000 letter 
have been received from _ indi 
viduals, praising the objectives of 
the NIIC campaign. 

NIIC’s plans to use spot radi 
announcements to back up thé 
nationwide newspaper drive ar4 
now being formulated, according 
to William Rainey, NIIC radio di 
rector, who said that both inde 
pendent and network affiliated 
stations are being contacted. 

The NAM has already run int 
some trouble on acceptance of thé 
proposed announcements to pro 
mote its booklet, “How American 
Can Earn More, Buy More an 
Have More.’ When the sample 
continuity was shown to NBC, i 
was turned down by the networ 
as being controversial and there 
fore contrary to the code of thé 


National Association of Broad 
casters. Mr. Rainey said, how 
ever, that he was_ confiden 


changes could be effected in thé 
copy to make it acceptable for an 
NBC-affiliated station wishing t 
contract for the campaign. 


Signs for Displays 


Terminal Electric Signs Com 
pany, which operates the three 
dimensional industrial display 
signs in Grand Central Termina 
New York, has signed a contrac 
with Washington Terminal Com 
pany, Washington, D. C., for sim 
lar advertising displays in ‘h 
Union Station. Installations in ! 
selected locations will start in ‘) 
next several weeks as soon 2 
arrangements with advertisers 1 
complete and signs constructe 


Acquires Beverly Chai. 


Spiegel, Inc., Chicago mail « e 
chain, has acquired the Bev ©! 
chain of 26 retail women’s v4 
stores in eastern, midwestern 


| southern states, with headqua 


in New York. The stores are | 
operated as part of the Sally c 
a division of the parent com} 


Plastic Corp. to Ayer 


| tion, 


International Plastic Corp ‘3 


Morristown, N. J., meow 


|facturer of plastic tapes and 


ing tapes, has appointed N W 


, Ayer & Son, Inc., to handle ad 


tising. 
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@ A DELL MAGAZINE e 


says EVELYN VAN HORNE 


Editor of Screen Romances 


RANKLY, my magazine is misnamed. 
Br is not a magazine of “‘true life’’ stories 
set in Hollywood, as its name might imply. 
Instead, it features the stories of the latest 
movie hits, fictionized in typical short-story 
form by writers well known to readers of the 
“slickest’’ magazines in the land. 


Buyers of women’s service magazines would 
enjoy the excellently plotted and skillfully 
written stories in Screen Romances. But the 
selectivity of the ‘‘movie’’ appeal—and 
scrupulous editorial attention to simplicity, 
realism, and warm-hearted feeling for human 
beings—channel my magazine almost en- 
tirely to women of the “forgotten 50%”. 


In family income, my readers are close to 
the readers of women’s service magazines. 
But the housewives who prefer Screen Ro- 


mances are much younger. In fact, the me- 
dian age of my readers is just 26! And that 
is very important to you as an advertiser. It 
means that my readers’ brand preferences 
are still unformed—that they are anxious for 
information about your product—and much 
more likely than service magazine readers to 
be influenced by your advertising. 


If you are an advertiser who still “forgets” 
the 50 per cent of American women who find 
service magazines uninteresting—the women 
who prefer screen and romance magazines— 
remember that a short cut to this rich and 
largely untapped market lies in advertising 
in Screen Romances and the other Modern 
Magazines. 


DELL PUBLISHING COMPANY, INC. 
149 Madison Avenue, New York 16 


A DELL MAGAZINE © WORLD’S LARGEST PUBLISHER OF MASS MAGAZINES AND BOOKS 


MODERN ROMANCES 


MODERN SCREEN 


| SCREEN ROMANCES 


DELL 
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A DELL MAGAZINE © 


ODERN | 
AGAZINES 


ree 1,003,191 


wo cccce s 44,253 
«+ vee 1,135,853 


THE ONLY WOMEN’S GROUP WITH 
2 MAGAZINES OF OVER 1,000,000 COPIES EACH 
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FCC Given Clean 
Bill of Health; 
New Laws Asked 


Washington, Jan. 4.—With the 
final report of the stormy FCC 
investigating committee suggest- 
ing quick action to change the 
radio laws, the new 79th Congress 
offered promise this week of new 
communications laws — although 
members remain as divided in 
their recommendations as in the 
previous sessions. 

On the House side, Rep. Clar- 
ence Lea, chairman of the impor- 
tant interstate commerce commit- 
tee, as well as the special FCC 
group, signed a report which called 
on the House to take up such 
matters as the newspaper owner- 
ship issue, trafficking in licenses, 
network monopoly rules. and 
others. On the other hand, Sen. 
Burton K. Wheeler, who controls 
radio bills in the Senate, insisted 


that legislation would have to han- 
dle radio, first as a public service, 
and then as an advertising me- 
dium. 

The FCC investigation group, 
after spending $105,000, losing two 
general counsels and two other 
members, wound up with a recom- 
mendation that it not be revived, 
giving the FCC majority a clean 
bill of health for their actions. 
The majority report declared that 
difficulties apparently arose be- 
cause “members of the Commission 
haveinterpreted their duties as set 
forth in the communications act 
according to their philosophies of 
government.” 


Makes Recommendations 


To clarify the situation, 
committee suggested 

1. The entire matter of newspa- 
per ownership and the monopoly 
angle should be reviewed by Con- 
gress with a view of providing the 
necessary new or clarifying legis- 
lation. 

2. Congress might determine 
whether or not the “determination 
of the composition of the traffic” 
language of the Supreme Court in 
the network monopoly case calls 
for any strengthening or modifica- 


the 


tion of the act of 1934. 

Congress might give author- 
ity to the Commission to require 
uniform systems of accounts by 
licensees to enable the Commission 
to minimize trafficking in licences. 

4. “As a practical approach to 
legislation, representatives of the 
Commission and a limited number 
of representatives of the various 
branches of the industry should 
confer together with a view of 
concurring as far as practicable in 
legislative changes that will con- 
tribute to the improvement of the 
present law and its better admin- 
istration.” 


NAB Offers Help 


The FCC has made no comment 
on this suggestion. NAB President 
Harold Ryan said, however, that 
his organization remains ready to 
meet with the Commission repre- 
sentatives on all industry prob- 
lems. 

Despite its numerous recom- 
mendations, the will of the inves- 
tigating committee .was not par- 
ticularly clear. For instance, it 
said “mere ownership of a news- 
paper should not exclude such 
person from owning or operating 
a radio station.”” However, that is 


the position of the FCC today, 
although its members still dis- 
agree on the circumstances under 
which newspaper ownership shall 
be a mark against an applicant. 

Although the report discussed 
high prices paid for stations in re- 
cent transactions, it offered no 
conclusion or recommendation, 
other than strengthening the Com- 
mission’s control of accounting, 
even though noting that the Com- 
mission had asked clarification of 
its responsibilities in controlling 
station sales. 

The report seemed hostile to the 
network monopoly rules, pointing 
out that as a result of Supreme 
Court rulings, the House had 
passed remedial legislation in the 
insurance anti-trust case. “Con- 
gress may find a degee of simi- 
larity between these cases and the 
facts involved in the insurance 
case,” the committee said. 


Recalls Squabbles 


In suggesting that the investiga- 
tion halt, the majority said it 
would not contribute to good ad- 
ministration to continue to harass 
the Commission. “An examina- 
tion of the hearings held by the 
committee will reveal a mass of 


For five years, now, football games have been 
telecast from Franklin Field, Philadelphia, and 


for four of these years, 


we have applied commer- 


cial techniques on behalf of our client, The 
Atlantic Refining Company. 


In that time, camera handling has been i improved 


great ly, 


special techniques have been originated 


for the television sports announcer, and new 


devices introduced for commercials — including 
puppet shows, chalk talks, and motion pictures 
specially built for television. 


This year marks another milestone — the 


first 


commercially sponsored football games on a tele- 


vision network. 


The Atlantic Refining Company 


has been our client for 29 years. 


four years of television _ 
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testimony as to matters of minor 
or incidental importance,” the re. 
port conceded. “This investigation 
has been contemporaneous with 
innumerable bitter conflicts baseg 
largely on personal interests «ng 
animosities. The basic need now 
from the Congressional point of 
view is for re-examination of the 
provisions of the act.” 

Ex-Congressman Louis Miller 
wrote a partial dissent, and Con- 
gressman Richard Wigglesworth 
insisted that the investigation 
should continue, asserting more 
facts were needed on such mat- 
ters as newspaper ownership, traf- 
ficking in licenses and distribution 
of licenses. 

Whether Senator Wheeler re- 
mains as powerful in the Senate 
as in the past when he pigeon- 
holed the White-Wheeler bill may 
depend on the attitude of Sen, 
Homer Capehart, Indiana manu- 
facturer, who was appointed to 
the Interstate and Foreign Com- 
merce Committee by the Repub- 
licans today. He will meet with 
the committee for the first time 
Monday when it takes up the ap- 
pointment of Paul A. Porter as 
chairman of the FCC. 


Moore Names Agency 


Benjamin Moore Company, New 
York paint company whose ac- 
count has heretofore been handled 
direct, has named St. Georges & 
Keyes, Inc., New York, to handle 
advertising. The company uses 
weekly quarter-hours each spring 
on NBC, as well as trade publi- 
cations and magazines. 


To ‘Popular Mechanics’ 


Clover L. Perkins, for several 
years editor and publisher of Real 
Estate News, Chicago, and recently 
with the Chicago rental branch of 
OPA, has been appointed adver- 
tising manager of Popular Me- 
chanics, Chicago. 


the 
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ANPA Elects Eight 


The American Newspaper Pub- 
lishers Association elected eight 
daily newspapers to membership 
during December, bringing its total 
membership to 713. New mem- 
bers are the Amarillo Globe, Am- 
arillo News, Corpus Christi Caller 
Corpus Christi Times, Greenwich 
Time, Herald - Whig, Quincy, II1.; 
Sarasota Herald-Tribune, and 
Star, Windsor, Ont., Canada. 
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OPA to Extend 
Cost Absorption 


fo Distributors 


Bowles Tells AMA 
Trades Must Share 
Cost Absorption 


New York, Jan. 3.—‘“In justice 


absorb increased costs as long as 
their over-all earnings were satis- 
|factory, business in general has 
| been far more prosperous than in 
/any other period in the history of 
our country,” he said. 

“Large department stores on the 
|average are making nearly seven 
| times as much and small depart- 
|/ment stores are making about nine 
| times as much on net sales as they 
| were in 1936-39,” he continued. 
_ Hardware retailers are making 
|nearly three times as much and 
‘hardware wholesalers nearly 
‘twice as much as in 1936-39, he 
| said, and “greatly increased profits 
|are also true of music stores, dry 
eo wholesalers, etc.” 


blue ration points on processed 
foods, and more than 10 billion 
red points covering meats, fats 
and oils. 

“When we originally said there 
would be notification in the case 
of invalidation of stamps,” he 
pointed out, “we did not estimate 
properly the number of stamps 
which would accumulate or the 
serious effect the spending of 
these stamps could have on re- 
duced supplies.” Among the 
stamp-savers caught was Mrs. 
Chester Bowles, he observed. 

Other problems which he cited 
are control over livestock prices, 
the clothing situation and recon- 
version pricing. 

Clothing prices have risen only 


to the consumer and to other seg- 
ments of our economy, I believe Would Share Costs 
we have no alternative but to ap-| 
ply the principle of cost absorp- | 


about 8% in the last 12 months, 
Mr. Bowles said, but this was 
enough to “threaten our whole 
anti-inflation program.” He men- 
tioned also the deterioration of 
clothing quality and the disap- 


better advertising” 
Distributors thus would share 
| with manufacturers the necessity 
tion to the distributive trades we | of absorbing “certain increases in 
have so long applied to producers,” | cost before price increases were 
Chester Bowles, OPA administra-| allowed,” Mr. Bowles said. He 
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tion here today. 


Mr. Bowles referred to 


: Y eee 
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| retailers. 
| 


| “In spite of the fact ‘that we 


tor, told the marketing conference | cited this as one of “five major 
of American Management Associa-| problems we must lick if we are 


|to win the fight . . . to hold the 


sales | price line and assure fair distribu- 
agents, jobbers, wholesalers and tion of scarce supplies.” 


| He explained why, a week ago, 
/OPA invalidated stamps for 250,- 


‘have insisted that manufacturers | 000 tons of sugar, nearly 17 billion 


pearance of low-price lines. 
Despite the complex and varied 
trade channels of this industry, 
compliance with regulations “‘must 
be secured at each level of manu- 
facture and distribution,” he said. 
Mr. Bowles believes that the 
“greatest inflationary threat will 


"A Growing Complex Industry Within 2 Covers” 
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Published in March! . . . Complete Data on Materials and Sources 


At no extra cost to advertisers the March 1945 issue of PLASTICS will be 
stepped up in value. It becomes the Annual Plastics Directory...the basic 
information book of the plastics industry ... just as complete as the resources of 
the Ziff-Davis Publishing Company can make it... packed with vital facts on 
plastics sources... materials, tools, machinery and products. If your service 
or product concerns the 14,000 key men who design, specify and buy in 40 
plastics-using industries, this big, extra value issue of PLASTICS is made to 
order for you. It will be mailed to all regular subscribers of PLASTICS. 
Twelve months a year these executives, engineers, technicians, purchasing 
agents, etc. consult the PLASTICS Directory ...12 months of active 
life for your advertising. Over and above regular directory listings 
and tabulated data on plastics, PLASTICS Annual Directory 
offers plus value in added editorial material ...a cross sec- 
tion of engineering comment on present and future uses 
of plastics .. . also, timely articles on export—outlook, 
competitionand markets (particularly LatinAmerican). 


PLASTICS ANNUAL DIRECTORY, ‘as an integral part of 
PLASTICS, offers concentrated circulation—100% ex- 
ecutives. Ask a Ziff-Davis representative for full details. 


Advertising Age, January 8, 1945 


come from four to seven months 
after the Germans finally give 
in.” 

Don G. Mitchell, Sylvania Elec. 
tric Products, Inc., vice-president 
of the AMA marketing division, 
said that “prices of postwar prod- 
ucts will in the long run be deter. 
mined by competition—not by the 
OPA—and that before many years 
have passed the inefficient pro- 
ducer may be running to the OPA, 
if it is then in existence, squealing 
for a cellar to be put under prices 
rather than a ceiling to be put 
over them.” 


Atlas Buys Interest 


in Tangier Radio System 


Atlas Corporation, $64,000,009 
Jersey City investment corpora- 
tion, has acquired a_ substantial 
interest in Societe de Gerance de 
Radio Imperial of the Tangier in- 
ternational zone, North Africa, 
Plans are under way for expand- 
ing the concern with capital sup- 
plied by Atlas into a world-wide 
broadcasting and communications 
system extending to Martinique, 
French Guiana and Guadaloupe, 
French territories in India, Mada- 
gascar and La Reunion, New Cale- 
donia and Oceanic Settlements, 
Clipperton Island, and St. Pierre 
and Miquelon. 

It is expected that these stations 
will engage in wireless communi- 
cations, television and facsimile, as 
well as radio broadcasting. 


Rejects Poster Ban 

The Iowa Postwar Rehabilita- 
tion Commission in drafting its 
recommendations to the Iowa state 
legislature, has eliminated a sec- 
tion which proposed zoning regu- 
lations around new parks and air- 
ports to prevent the “multiplicity 
of ever-present ugly advertising 
signs.” Objections to the section 
were filed by Edward A. Kimball, 
manager of the Iowa Manufactur- 
ers Association. 


TRYING TO MOVE 
MERCHANDISE 
IN TOUGH 
MARKETS? USE 
SPOT 
BROADCASTING! 
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For latest radio information, call 


FREE & PETERS, 1: 


Pioneer Radio Station Representative! 
Since May 1932 


CHICAGO: 180 No. Michigan...... Franklin 6°73 
NEW YORK: 444 Madison Ave...... Plaza 5-4)/° 
ATLANTA: 822 Palmer Bidg........... Main 5607 
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tur. A few days after Germany invaded Belgium 
and Holland and {9 months before Pearl 
Harbor — subscribers to The United States 


News read — 


"Real danger of U. S. involvement is in another quarter; is fully appreciated 
here; is the basis of most watchful attention. Vital interests are involved in 
the Philippines, vital supply lines in Dutch East Indies and British Malay States. 
Unlikely is an American involvement in Europe until U. S. interests in the Pacific 
are assured of safety. Move by Japan toward the Philippines or toward British and 
Dutch possessions would bring quick action here, surely economic, maybe naval." 
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Advertising in a War Economy 


A change in the attitude of the 
government toward advertising, 
especially advertising which WPB, 
ODT and other government agen- 
cies believe will promote demand 
for articles which are unavailable 
or in short supply, made headlines 
in ADVERTISING AGE and other pub- 
lications last week. The change 
is a part of the new war situation, 
and reflects the belief in Washing- 
ton and elsewhere that instead of 
peace in Europe being just around 
the corner, we still have a long, 
hard fight ahead of us. Thus a 
tightening up of regulations affect- 
ing all civilian activities not di- 
rectly related to the war effort is 
under way, with the closing of the 
racetracks and a review of the 
status of 4-Fs indicative of the 
general outlook. 

Advertising has been playing an 
important part in the war, and has 
made indispensable contributions 
to the war effort. But since most 
advertising is not concerned di- 
rectly with government projects, 
let’s take a look at the whole pic- 
ture and see just what its legiti- 
mate role from here on should be, 

We think advertising of avail- 
able goods is an important part of 
the fight against inflation. With 
many products no longer being 
manufactured, retail sales have hit 
an all-time high, because manu- 
facturers and merchants have told 
the public of the goods which 
could still be bought. With sup- 
plies likely to be smaller in 1945 
than in any previous war period, 
continued dissemination of infor- 


mation to consumers about goods 
and services which are actually 
available will make a _ valuable 
contribution by assisting in ab- 
sorbing purchasing power which if 
not satisfied would be a prime 
factor in inflation. 

In addition, manufacturers who 
are devoting a large part of their 
facilities to war production must 
be given the opportunity to main- 
tain their consumer franchise of 
good will by explaining their situ- 
ation to the public and making the 
most of the limited stocks which 
they can place in the hands of 
dealers. We think the statement 
of Kenneth Parker, president of 
Parker Pen Company, quoted in 
the January 1 issue of ADVERTISING 
AGE, is an intelligent and correct 
approach to the problems of man- 
ufacturers in that category. And 
certainly manufacturers who at 
present have nothing whatever to 
sell, because they are engaged 
100% in war production, need to 
remind the public that they are 
planning new and better things for 
the postwar period. 

There may be occasions when 
advertising of products or services 
that are not generally available 
will create difficulty, but we be- 
lieve the policy of using advertis- 
ing as a means of maintaining 
maximum distribution of available 
goods and conditioning markets 
for postwar development is sound, 
particularly when it also includes 
continued provision for the promo- 
tion of all government projects 
boosting the war effort. 


Too Much Competition? 


Competition is a valuable factor 
in stimulating improved perform- 
ance, developing better products 
and reducing prices to the con- 
sumer. Too much competition may 
have the effect of causing ruinous 
price wars and capital losses 
which would slow down progress 
toward a prosperous peacetime 
nation. 
emphasize new products and new 
markets for old products, they 
may find themselves in a much 
better position than will result 
from entering crowded and highly 
competitive fields where’ the 
chances of success are reduced in 
direct proportion to the increased 
number of manufacturers and dis- 
tributors seeking the same con- 
sumer dollars. 


We note that dozens of compa-| 
nies are entering the home appli-| 


ance field. More radio receivers, 


If postwar planners will} 


refrigerators, home freezers and 
similar products will be made by 
more different producers than ever 
before. Not many new automobile 
|manufacturers have been intro- 
duced, probably because it is 
recognized that the well estab- 
lished companies would be hard to 
dislodge from their present com- 
manding positions. But-newcom- 
ers in the appliance and other 
| crowded fields may find the going 
just as tough, particularly if they 
lack the technical know-how and 
|the distribution skills which have 
been won by those who were suc- 
cessful before the war. 

Many old products can be given 
| broader markets. Many new prod- 
ucts can be introduced with good 
assurance of winning customers in 
satisfactory numbers. Too much 
competition for limited markets, 
however, may prove costly. 


. 4 
—Pepsi-Cola Company 


“. . . Gentlemen, meet Mr. Dismukes—our new vice-president in charge of 


employe relations." 


The End of the Road 


For the most outspoken under- 
taker’s ad of the year we nominate 
(without too much enthusiasm) 
this full page of Chambers of 
Washington, which ran recently in 
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the local Parade. No finesse, no 
beating about the bush and no 
double talk here, certainly. If 
you’re going to die, Chambers 
wants the opportunity to bury 
you; his organization now conducts 
“more funerals in one week than 
most undertakers do in an entire 
year,” and he is out to make that 
record even better if he can. Fur- 
thermore, the Chambers organiza- 
tion is probably the only one in 
the world which specializes in 
“popular funerals from $85 to 
$2,000,” with an especially appe- 
tizing dish illustrated as “one of 
our popular funerals, $145.” 


Cleaning Up Radio 

There has been a fair amount of 
conversation lately about the 
wholesomeness of some of the ma- 
terial that comes out of radio loud 
speakers, and it has occasionally 
struck this observer that radio 
comedians’ gags are getting a little 
closer to the night club standard 
than they once were. The latest 
evidence that there is some con- 
cern over this situation comes 
from Cincinnati, where Fred A. 
Palmer, who recently resigned as 
manager of WCKY, told the local 


Rotary Club the other day that 
“You citizens who listen to the 


radio should register your protests 
against the ‘double talk’ that is be- 
ing increasingly used by some 
popular comedians. This double 
talk is one of the chief weaknesses 
in radio and the trend should be 
stopped.” 

Your Ad-libber is no authority on 
double talk, and would certainly 
hate to be considered a blue-nose, 
but he has occasionally spent un- 
comfortable moments in some of 
the more sophisticated hot spots 
while the double-talk got awfully 
close to juvenile back-fence smut, 
and he doesn’t want to wriggle 
mentally in front of his radio re- 
ceiver. 

As a matter of fact, radio de- 
serves a very big hand for having 
kept the airwaves so clean all 
these years, and maybe the ten- 
dency toward smuttiness is merely 
another indication of the “broad- 
ening” of public morals . .. or 
maybe there isn’t any such ten- 
dency at all, and both Mr. Palmer 
and your Ad-libber are imagining 
things. 


Saving Paper 

The Christmas cards of Frank 
Fehlman, newspaper advertising 
consultant, are unusual enough to 
warrant comment. Mr. Fehlman, 
thinking pretty constantly of the 
paper shortage, began collecting 
his Christmas card paper last sum- 
mer. He asked his office staff to 
save all the envelopes that came 
in, had them split open, and used 
them as Christmas card stock, his 
own message explaining the inno- 
vation appearing on the blank in- 
side part. The Christmas card Mr. 
Fehlman sent to us, incidentally, 


was produced -on- an envelope 
mailed to him by Meyer Both 
Company on Oct. 21, as was 


clearly indicated by the postmark 
on the address side. 


Jottings 

Uneonscious humor in bulletin 
of Hundred Million Club, New 
York direct mail organization: 
“The executive committee has 
voted to recommend that mem- 
bership in the Hundred Million 
Club hereafter be confined to 
those who pay $2 annually to 
cover the notices and minutes.” 


Advertising Age, January 8, 1945 


The following documents may 
be secured without charge from 
companies sponsoring them, o, 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. 


No. 2454. The Spokane Market. 


This profusely - illustrated mar. 
ket study, issued by the Spokes. 
man - Review and Spokane Daily 
Chronicle, contains a wealth of in- 
formation about the Spokane area 
—its wartime developments, agri- 
cultural and livestock outlook and 
sources of income, with data on 
population, housing, retail sales 
and wholesale distribution. Other 
sections of the book describe the 
newspapers’ editorial setup, circu- 
lation and advertising record. 


No. 2455. 
1944. 


Farm Implement News has is- 
sued this pamphlet, which is a 
handy reprint of the Facts and 
Figures section of the July 6, 1944 
issue of the publication. It con- 
tains 20-odd pages of government 
and other figures on production 
and sale of farm equipment; gaso- 
line consumption on farms; crops, 
cattle, etc. A report on a survey of 
five South Dakota counties indi- 
cates a heavy demand for tractors 
and other classes of farm machines 
and implements. 


No. 2456. Comparative Advertis- 
ing Rates of Four Color Comic 
Sections. 


Kelly-Smith Company, news- 
paper representative, has issued 
this study, based on the December, 
1944, issue of Standard Rate & 
Data Service, which brings up to 
date two previous reports. The 
material includes city zone popu- 
lation, total net paid circulation 
as of March 31, 1944, half and 
third-page rate per insertion on 
the basis of a six-time order, and 
cost per 1,000 circulation on the 
same basis. 


No. 2457. Wherever You Find In- 
dustry You'll Find the Wall 
Street Journal. 


In this readership analysis, the 
Wall Street Journal tabulates, in 
an alphabetical list of companies 
spending $100,000 or more in 
magazines, farm publications and 
network radio, the executive titles 
reached by the Journal. 


No. 2419. Milwaukee, a Bright 
Spot. 

The Milwaukee Journal has is- 
sued this folder reprinting an 
analysis of the city’s postwar 
prospects’ as summed up in the 
September issue of “Business Con- 
ditions.” Marginal notes represent 
the Journal’s own comments. 


No. 2399. Who and Why? 


Parade, in this folder, lists ts 
1944 advertisers and reports the 
“why’s” in terms of readership, 
merchandising support, market 
data, cost, etc. 


No. 2448. The Postwar Railway 
Market for Manufacturers. 

Simmons - Boardman Publishing 
Corporation has issued this 1(0- 
page booklet, in which the editors 
of Railway Age predict a postwar 
market exceeding the appro*'- 
mately $1.2 billions annua!'!y 
which the railroads have spent 
with manufacturers in the pus! 
three years. The booklet clo-es 
with an appendix which gives ‘"¢ 
principal statistics on which ‘ie 
conclusions in the text are based 
and includes purchases by ‘\¢ 
railroads of some of the mao 
items in a tabulation covering 
several years. 


Facts and Figures of 
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-(BEHIND THIS HAWAIIAN SCENE... 


ates, in 
npanies 
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1 eve ...IS a promising picture for those number is a military secret, swelled retail sales for the first 


six months of 1944 to $190,000,000...29 per cent greater 
Bright who sell FOOD PRODUCTS r 7 


than the same period in 1943, which in turn topped 1942 by 
has is- 


ing an From breakfasts to midnight snacks... from soup to 
postwar Ms J 

in the dessert... Hawaii’s food-wants are thoroughly American. And 
ss Con- 

present in buying groceries, Hawaii shows a marked preference for 
ts. 


43 per cent. And the swing is still upward! 

During 1944 there were 39 manufacturers and producers of 
nationally known food products who advertised in the Hono- 
lulu Star-Bulletin. Good reason, too! For in Honolulu where 


nationally known food products. 


sate its That’s why we say, “Pin-up Hawaii on your sales map.” the concentrated population of Hawaii is, the Star-Bulletin 


, — : Py i i ractically ever ome! 
dership, For behind the glamorous scene of Hawaii lies a rich, thriving hae a carrier delivery to practically every Honoluln home 
American market that is most profitable now and even more 


promising in the future. 
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t ck es If you need help in “looking behind the Hawaiian Scene” and : 2 | = 
ves pe information about sales representatives and distributors in ; ~~ Auli cin cULat \0N 
ich 7 4 pitt 


blish'g Today, Hawaii has a civilian population of half a million 


editors with nearly 65 per cent concentrated in Honolulu City and 


pproxi- County. This population plus that of the Armed Forces, whose 


the 
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a dais? 


Hawaii, write to Fred W. Meyer, National Advertising Mgr., 
Star-Bulletin, Honolulu, T. H., or O'Mara & Ormsbee, Inc., \e 
» maior _ New York, Chicago, Detroit, San Francisco, Los Angeles. ove 
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New Drive Plugs 
V-Mail Program 


New York, Jan. 3.—The War 
Advertising Council in cooperation 
with the Office of War Information 
this week is launching a new drive 
in its continuing campaign to urge 
the public to use V-mail rather 
than air mail. The Council has 
prepared for advertisers a special 
campaign guide including back- 


@ @ @ the source of daily 
business news . . . the pref- 
erence of management men 
@ @ @ in the greatest indus- 
trial area — the central west 


ground information, slogans and 
copy themes on the subject. 

Army and Navy postal services 
have revealed that civilians and 
military personnel have _ been 
making less use of V-mail in 
recent months. With insufficient 
cargo space to carry letter mail 
by air and “with more than 40,- 
000,000 individual pieces of mail 
being dispatched to American 
troops overseas every week, it 
is now more important than ever 
before that the public use V-mail,” 
Maj. Gen. James A. Ulio declared. 

The Council has received a spe- 
cial request from Rear Admiral 
Joseph R. Redman, director of 
naval communications, stating that 
“by publicizing V-mail at every 
opportunity, American advertisers 
can again assist in the war effort 
by cooperating with the Navy De- 
partment in the coming program.” 

Among the first advertisers to 
cooperate in the intensified drive 
is S. C. Johnson & Son, Racine, 
Wis., whose Fibber McGee & Molly 
network program, heard over NBC 
every Tuesday night from 9:30-10, 
last evening devoted the entire 
broadcast to the promotion of the 
V-mail idea. 

Grey Advertising Agency, New 


| York, is volunteer Council agency 
|/on the campaign, with H. M. War- 
ren of Union Carbide & Carbon 
Company as coordinator and F. C. 
Decker of the Soft-Lite Lens Com- 
pany, campaign manager. E. O. 
Perrin is Council staff manager. 


Wise to RKO Post 


Nathan Wise, advertising and 
publicity director of RKO theaters 
in Dayton, O., has been appointed 
to succeed E. V. Dinnerman as 
advertising and publicity director 
of RKO Midwest Corporation, Cin- 
cinnati. Mr. Dinnerman has re- 
signed to become a partner in 
Stokes - Palmer - Dinnerman, new 
Cincinnati agency. 


Oregon Rate Book Out 


Oregon Newspaper Publishers 
Association, Eugene, has issued its 
1945 Advertising Rate Book, giv- 
ing information on the 21 daily 
and 103 weekly newspapers in the 
state. Copies have been mailed to 
a list of agencies and a limited 
number is available at association 
offices, Journalism building, Eu- 
gene. 


Aireon Names Ad 
Manager; Account 


to Erwin, Wasey 


Kansas City, Kan., Jan. 3.—Co- 
incidental with the appointment of 
Gene Franke as director of ad- 
vertising and public relations, 
Aireon Mfg. Corporation (for- 
merly Aircraft 
Accessories 
Corporation), 
last week 
placed its ad- 
vertising ac- 
count with Er- 
Wasey & 


0. 
Mr. Franke, 
who joins the 
corporation 
after 7 years ‘ 

as an adminis- 

trative analyst, Cane Toone 
Army Service Forces, spent 20 
years in sales, sales administration 
and advertising for several manu- 
facturers, including Underwood 
Elliott Fisher, Remington Rand 
and Victor Adding Machine Com- 
pany. His headquarters will be at 


win, 
Cc 


Give your advertisements a “lift” 
in readership from 


PARADE PRE-EDITS picture stories . . 


subjects of wide, up-to-date interest. Then parade features 
typical individuals who bring these subjects to life. 


. plans them around 


FOR INSTANCE, Merchant Marine training of a typical group 
of men helps you see, vividly, how a// our men qualify for 


this vital branch of our 


Armed Forces. Each picture, each 


caption was carefully, dramatically fitted into the story that 
resulted for a parade issue. Percentages of both men and 
women readers of perade picture-stories run as high as the 


80's and 90's. 


paw after advettiser in parade en- 
joys high readership figures typical of 
those reprinted below. No wonder advertisers 


have tripled: their lineage in parade in three 


years! 


VapoRul - tittee 
Medicatio 
throat +L” 


They know that parade is the best-read na- 
tional magazine section—with beginning-to-end 
readership among 2,000,000 families. They have 
seen it demonstrated that high readership of 
parade editorial content carries over into the 
advertising columns, too! Let us show you in- 
dependent surveys that prove this. 


Reprinted from Parade 


THE READERSHIP figures above are high for advertisements gener- 
ally—but no higher than, and not even as high as, figures for many 
other advertisements in parade. Often an advertiser's message in 
porade gets better visibility than even the editorial pages of many 
publications. 
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‘ “ or. aA 
the corporation’s Kansas ( ty 
plant, where he will direct the ad- 
vertising and public relations 2c. 
tivities for all units, including the 
Burbank, Cal., plants which «re 
engaged in manufacturing engj- 
neered power controls. 

Contact and service will be 
maintained by Erwin, Wasey 
through its New York and los 
Angeles offices. 


Metals Paper Set 


Modern Metals, a new monthly 
publication for the light meta] 
field, will make its appearance 
with the February issue. The 
magazine is published by Modern 
Metals Publishing Company, Chi- 
cago, and W. B. Griffin, formerly 
managing editor of Light Metal 
Age, Chicago, will be editor. 


Ward Suit Dismissed 


The United States Circuit court 
of Appeals at Chicago has dis- 
missed a million-dollar libel suit 
filed by Montgomery Ward & Co., 
Chicago, against Business Week, 
McGraw - Hill publication, New 
York. The complaint had charged 
the magazine with accusing Wards 
of being unfair to labor. 


Middleton Joins KNX 


Beverly Middleton, recently dis- 
charged from the Army, and pre- 
viously sales manager of WABC, 
New York, has joined KNX, Co- 
lumbia network outlet in Holly- 
wood, as an account executive. 


‘Register’ Advances Rich 


Louis M. Rich, recently in 
charge of automobiles and farm 
advertising for the Des Moines 
Register and Tribune, has been 
appointed assistant national ad- 
vertising manager. 


Collins Promoted 


Robert H. Collins, member of 
the sales staff of Spaulding-Moss 
Company, Boston, blueprints and 
paper supplies, has been appointed 
sales manager. 


of Oklahoma's 
land area has 


51% 


of the State's 
bank deposits 


This Area, which is 
Oklahoma's 
No. 1 MARKET | 


plus bonus counties in 
Missouri, Arkansas and 
Kansas 
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There's good advice for radio listeners in 


Maverick Unif 
Will Aid ‘Million 
New Businesses’ 


SWPC Holds Credit, 
Surplus Property 
Controls to Meet Goal 


Washington, Jan. 3.— Maury 
Maverick’s busy Smaller War 
Plants Corporation, equipped with 
$200,000,000 in new capital, and 
vast authority in surplus property 
and contract termination, has 
carved out an important role for 
itself in rehabilitating discharged 
servicemen—a role which may en- 
able SWPC to go a long way 
toward achieving its goal of a mil- 
lion new businesses after the war. 

So far, Mr. Maverick has two 
important fingers in the ex-serv- 
iceman’s pie, one as the credit 
agency for “G.I. Bill” loans, and 
the second as a preferred pur- 
chaser of surplus property which 
can easily become stock in trade 
for new businesses that service- 
men will set up. 

When it was suggested in Ap- 
VERTISING AGE Sept. 18 that Mr. 
Maverick might become the big 
speculator of World War II, the 
supposition was correct, but it is 
becoming more and more clear 
that the administration and _ its 
Congressional supporters are 
heartily in favor of SWPC plans 
which call for exploitation of sur- 
pluses in a manner that will cre- 
ate many new business outlets in | 
every community. | 

| 


Can Resell Goods 


Under the surplus property bill 
finally adopted by Congress SWPC 
has a right to claim surplus offer- 
ings before they are sold to pri- 
vate buyers. Once it has the prop- 
erty, it can resell it to small firms, 
or it can loan it on whatever terms 
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the caption of this January poster. 

ing off the new 1945 series of outdoor 
boards for KXOK, its appeal for the New 
Year is, “Don’t Toy Around : 

KXOK.” Following last year’s animal series 
of illustrations, this outdoor board effec- 
rently showing in St. Louis, Mo., on 100 


with little toy dogs. 


tively carries out its copy point pictorially 


locations in high traffic areas. 


AND OPERATED BY THE STAR-TIMES 


it wishes. 

In a report to Congress this 
week, Mr. Maverick pointed out | 
that he was prepared to assist | 
servicemen in locating and financ- 
ing the purchase of surplus prop- 
erty. More than that, he says, “We 
need at least a million new busi- 
nesses,” and significantly, “The 
armed services have trained our 
soldiers not only for war but for 
their future business life.” 


Must Be Good Risk 


The new Congress has already 
demonstrated its sympathy for the 
returning veteran, and its deter- 
mination to see that he has every 
opportunity to make up for the 
months of civilian life that he has 
lost. Though the Veteran’s Ad- 
ministration has demonstrated 
that it is not an excuse to rush 
veterans into business, there can 
be no doubt that all kinds of aid 


will be available for those ex- 


servicemen who can make any 
kind of case for themselves. 

Under the “G.I. Bill,” the gov- 
ernment will guarantee up to half 
of any loan a serviceman gets to 
open a business, or buy a home or 
farm, with a maximum govern- 
ment liability of $2.000. Regula- 
tions for obtaining this assistance, 
drawn up by the Veteran’s Ad- 
ministration, indicate that a vet- 
eran will have to show himself a 
good risk before he can get the 
money. 


To Handle Credit Work 


A good part of the credit work 
will be done by SWPC, establish- 
ing that agency in close contact 
with veterans who are prospective 
business men. The relationship can 
easily lead to SWPC assistance 
in buying surpluses, or an SWPC 
loan or guarantee. 

In his report to Congress this 


week, Justice James F. Byrnes 
suggested that one important item 
the 79th Congress ought to take 
up immediately is legislation to 
assist reestablishment of  busi- 
nesses which were destroyed by 
the war, or new businesses. Mr. 
Byrnes mentioned government 
guarantee of loans by private in- 
stitutions. 

Army surveys show that so far 
only a relatively small percent- 
age of servicemen have made up 
their minds about postwar plans, 
but even this sketchy review re- 
vealed that one out of eight en- 
listed Army men had his eye on 
a small business. Whether any 
large number of these businesses 
will materialize is still a matter 
for conjecture, but the trend here 
is to encourage qualified veterans 
to go into business for themselves. 

The Army, in cooperation with 
the Department of Commerce, has 
prepared a series of more than 20 
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textbooks on the operation of \ 
ous businesses. Written by t 
association officials and exp 
the books are extremely pract 
generally beginning with a w 
ing that the average business 
is 35 to 45 years old, and reci 
the dangers ahead. 


Lists Qualifications 


Most of the books start wit! 
outline of the special qualificat 
necessary for operation of a 
ticular type of business. The 
great detail they recite the 


portant problems that must be uin- 


derstood. 

The role that SWPC 
achieved in reconversion and 
mobilization represents the 
umph of a point of view sh: 
in high quarters that the tim 
ripe for expansion of the busi 
economy. Particularly in dis; 


ing of excess war supplies, p) 


ponents of this philosophy cont 


ri- 
ide 
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‘al, 
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Read It 


Measure the Sales 
Possibilities 


4 Check the Men Who 


5 Study the Editorial Job 


. 


IN SELE 
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Analyze the Market 


»pETERMINE pr ANT 
COVERAGE 


CTING A BUSINESS PAPER 
OsT EFFECTIVELY REACH 


THE METALWORKING MARKET 


- @ Let's assume that you have taken step No. 1 and analyzed 
the market. You know that in 1939, the last normal year, 


metalworking showed up by every yardstick as the nation’s 
biggest industry. You have seen that metalworking has since 
had a greater wartime growth than all other manufacturing 
industries. You are familiar too with the fact that metalwork- 
ing is not one industry but a group of industries, each highly 
important as a market. So the next job in the process of 
selecting a publication is to determine plant coverage. 


Hou Wany Plants are Reached 7 


Total circulation figures give no hint of the number of plants 
covered. They indicate number of copies. You want to know 
how many plants are reached ... not merely how many 
companies. Some companies have two, several or ¢ dozen 
manufacturing plants... so individual plant coverage is 
important in selecting a business paper to reach the places 


where your type of products or equipment are actually 
bought or specified. STEEL makes it easy for you to check 


its plant coverage. 
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tha’ quick disposal must be tem- 
pered in favor of disposal in areas 
where competition can be 
strengthened and new enterprise 
encouraged. 

Because of this over-riding 
philosophy in the surplus property 
jaw. Which provided priorities for 
vetcrans, farmers and other 
grollps, Administrator Will Clay- 
ton threw in the sponge and left 
the problem to others. 


Secs Fundamental Disagreement 


The clash is highlighted by this 
observation of the Senate small 
bhusness committee: Various 
groups inside and outside of the 
government have charged that the 
Surplus Property Act is unwork- 
able Essentially these charges 
have generally been based not so 
much upon any objective ap- 
praisal of the administrative prob- 
lem created by the act, but upon 


a fundamental disagreement with 


the policies and objectives of the 
act. 

The committee report goes on to 
say that the act sets forth a clear 
cut program for using property to 
develop and expand the postwar 
economy, and provides protection 
against monopolists and specula- 
tors. “The act is preeminently 
sound, and if its administrators 
are basically sympathetic with the 
policies set forth therein, the act 
will be preeminently workable,” 
the committee said. 

As a result of its new authority, 
the SWPC is asking two and pref- 
erably four year extension of its 
life. During that period it pro- 
poses to play this part in the sur- 
plus property picture: (1)—Help 
small firms find surpluses; (2)— 
Help finance their purchases; (3) 
—help small plants get modern 
machinery; (4)—purchase surplus 
property for resaie to small busi- 
ness. In performing this last step, 


SWPC envisages “a large opera- 
tional program.” It is suggesting 
that studies begin immediately on 
effective marketing of products, 
loan financing, most desirable size 
of operation and management 
techniques. 


‘U. S. News’ Transfers 
Bokelund and Hicks 


Chet Bokelund, formerly man- 
ager of the Cleveland office of 
United States News, has been ap- 
pointed eastern advertising man- 
ager. He will be succeeded at 
Cleveland by Marvin Hicks of the 
New York sales staff. 


KFPW to Mutual 


KFPW, Ft. Smith, Ark., operat- 
ing on 250 watts, 1400 kc., has 
joined Mutual Broadcasting Sys- 
tem, bringing the network’s total 
to 246. 


Blue Sales Soar 
to $41,300,000 


New York, Jan. 4.—Blue Net- 
work gross time sales for 1944 
totaled $41,300,000, a 66% in- 
crease over 1943 when gross sales 
were $24,870,000, according to a 
year-end statement issued this 
week by Chester J. LaRoche, vice- 
chairman. Local and. spot time 
sales last year were $2,600,000, an 
increase of 33% over the pre- 
ceding year. 

As of Jan. 1, the Blue had 194 
affiliates, an increase of 20 over 
Jan. 1, 1943, while on June 15 
the network will add five more 
stations, as announced two weeks 
ago. 

In addition to an over-all ex- 
pansion in personnel, particularly 
in the program, production, pro- 


Find Out Row Coverage Matches the Geographical Pattern 


New plants, expansion and decentralization of the metal- 
working industry have changed the market pattern since 


smaller share. . 


1939. For example, based on number of plants and employ- 
ment, California now represents a much larger proportion 
of the metalworking market... 5.43% as compared with § | 
3.87% in 1939. Figuring percentage of increase this is 42.5% 
greater. New Jersey, on the other hand, now comprises a 
. 14.42% less than 1939. Ten states today 
account for 77.57% of the metalworking market. To match 


up with this pattern, 78.30% of STEEL'S coverage is con- 
centrated in these states. Can you name them? 


Check the Relative Vmportance of Plants Covered 


When you know the number of plants reached, and have 
compared geographical coverage with the market pattern, 
your next interest is, which plants are covered, and how 
important are they? STEEL breaks down its plant coverage 
by products manufactured, by operations performed, and 
by size of plant. This makes it possible for you to get a line 
on the importance of the particular plants reached by 
STEEL. For example, out of the more than 28,000 metal- 
working plants in the country, 10,341 have 50 or more em- 
ployees. STEEL’S Market Selector gives you a detailed 
breakdown of what these important plants normally make, 
what operations they perform and how many are reached by 
STEEL. With your advertising in STEEL, you are reaching 
the plants that do more than 90% of the volume of the 
entire metalworking industry. 


Look into the Control Maintained Over Cineulation 


To maintain such selective coverage, a publication must (a) 
Know its market thoroughly, and (b) Exercise rigid control 


STEEL 
Penton Building, Cleveland 13, Ohio 


over its circulation. Anyone who has ever seen any of 
STEEL'S series of market studies knows the outstanding job 
that STEEL is doing on collecting metalworking market 
information. STEEL not only knows its market thoroughly 
and completely—it operates a continuing ‘‘Census of Metal- 
working.”’ By means of data on employment, capitalization, 
major and minor products, and operations performed, STEEL 
keeps tab on more than 18,000 metalworking plants. These 
data form the basis for STEEL'S selective control over its 
circulation. At the same time, the information affords a 
wealth of market data to help advertisers. Ask to see a copy 


of STEEL’S latest study, and the Postwar Market Selector 
Slide Chart. 
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motion and advertising depart- 
ments, the network reports 43 new 
accounts added in 1944, including 
Borden Company, Eversharp, Inc., 
Owens-Illinois Glass Company, 
Reader’s Digest Association, Curtis 
Publishing Company, and West- 
inghouse Electric & Mfg. Company. 


Employes Share Profits 


Davis & Beaven, Los Angeles 
agency, has declared a dividend 
on 1944 profits of the agency, to be 
paid to all employes. The fund 
amounts to approximately 15% of 
employes’ yearly salaries. 


Haire Appoints Kelsey 


E. N. Kelsey, formerly eastern 
advertising manager of Flying, has 
been appointed to cover the mid- 
western territory for Airports and 
Aviation Equipment, Haire publi- 
cations. Mr. Kelsey was previously 
with Western Flying and Aero 
Digest. 


Primrose Names Carroll 


George S. Carroll, formerly sales 
manager of Tussy Cosmetiques, 
New York, has been appointed 
general sales manager of Primrose 
House, Inc., New York. 


In Advertising 


THERE’S NO SUCH THING 
AS A “NEAR MISS” 


You either hit your target or you don't. 
More and more advertisers . . . discover- 
ing this basic truth... are making sure 
they reach the buyers they want by ad- 
vertising in their own specialized HAIRE 
PUBLICATION. 


For each HAIRE magazine deals with one 
market... it covers that market com- 
pletely ... directly ... and is sought, read 
and studied by the buyers in that field. 
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B-B-C Celebrates 
100th Year with 
Sports History 


Chicago, Jan. 3.—In celebration 
of its 100th anniversary, Bruns- 
wick - Balke - Collender Company 
has compiled a 48-page booklet, 
“100 Years of Recreation,” describ- 
ing America’s sporting events 
chronolegically and listing the 
stars of various sports. 

The booklet outlines the coun- 


|try’s use of leisure time as it de- 
veloped over the years, and de- 
scribes Brunswick’s part in manu- 
facturing the equipment used by 
the sports-minded public. 


Uses Tie-In Material 


In addition to the booklets, trade 
publication advertisements, win- 
dow displays, tie-in stationery, 
book matches and decals are be- 
ing supplied to dealers calling at- 
tention to the chronological com- 
parison between the nation’s in- 
terest in sporting contests and its 
own progress. 


Manshot Appointed 


William G. Manshot has been 
appointed sales manager of the 
chocolate and cocoa division of the 
Robert A. Johnston Company, Mil- 
waukee. He has been a represen- 
tative of the division for the past 
11 years. 


Seagram Appoints 

Roy F. MacGregor, assistant 
general manager of Seagram Dis- 
tillers (Western), Vancouver, has 
been appointed vice-president and 
general sales manager. 


There’s only one way 
fo cover Tacoma-- 


[pasuncton’ 


No. 1 of 
a series 


offfar ET, 


: 


--where postwar préjects 
top $50,000,000! 


Tacoma-Pierce County will have a postwar 


surge of private building—plus a vast pro- 
gram of public works. % * + For example: 
approximately $10,000,000 will be spent to 


rebuild the Tacoma Narrows Bridge 


Scripps-Howard 
Promotes Three 
Ad Executives 


New York, Jan. 3. — Mark 
Ferree, business manager of the 
Indianapolis Times for the past 
eight years, has been appointed 
assistant general business manager 
of Scripps- 
Howard News- 
papers, it was 
announced here 
yesterday by 
Ray A. Huber, 
general busi- 
ness manager. 
He is succeeded 
as business 
manager of the 
Times by Henry 
W. Manz, for- 
merly advertis- 
ing director of 


Mark Ferree 
the Scripps - Howard Cincinnati 


Post. William C. Savage, national 
advertising manager of the Post, 
succeeds Mr. Manz. 

Mr. Ferree will remain in In- 
dianapolis for 
some time as- 
sisting Mr. 
Manz in his 
new assignment 
before he comes 
to his new of- 
fices at 230 Park 
Ave., here. 

Mr. Ferree, 
after attending 
Indiana Uni- 
versity, served 
successively on 
the editorial 
staffs of the Courier, Evansville, 
Ind., and the Herald, Miami, Fla. 
He left the Herald after two years 
to become advertising and pub- 
licity manager for the Southern 
Pine Associa- ‘ 
tion. Five years 
later, in 1932, 
he joined the 
advertising 
sales staff of 
the Washington 
Daily News, a 
Scripps - How- 
ard newspaper, 
and after 18 
months became 
its retail adver- 
re William Savage 
transferred to the Indianapolis 
Times as advertising director and 
a year later was named its busi- 
ness manager. 

Mr. Manz began his newspaper 
career in 1919, following service 
Overseas with the Marines, when 


Henry Manz 
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Advertisers Club of Cincinnati he 
is also a past vice-president of ‘he 
Cincinnati chapter of the Am-yj-. 
can Marketing Association. 


Goodrich Appoints 
Division Sales Chiefs 


The tire replacement divisio: of 
B. F. Goodrich Company, Ak: 5n, 
O., has appointed the follow ng 
divisional sales managers: Wil!-on 
C. Bray, eastern manager; Joh). F. 
Moser, southern; Charles A. }\\c- 
Gill, central, and Frank E. Ti us, 
Pacific Coast district. 

Robert P. Kenney, chief of ‘he 
vinyl resins unit of the W?B, 
chemicals bureau, has been ° p- 
pointed manager of internatio: al 
service of Goodrich’s chem).a] 
division, and John C. Billings has 
been appointed to direct sale of 
industrial and solid tires of the 
company’s bus and truck tire de- 
partment. 


Kellogg Names V. P. 
George M. Johnston, general 
manager of the Kellogg Company 
of Canada, London, Ont., has been 
appointed vice-president. 


in Albany 


1941 
1942 


1943 


he joined the News, Parkersburg, 
W. Va., as advertising manager. In 


$7,000,000 to expand McNeil Island Peniten- 
1921 he went to the Herald-Dis- 


In Washington's 
2nd Market only 
one paper does 


the job. See how daily 
newspapers rank in their 


coverage of Tacoma- 


Pierce County. 


THE TACOMA 
NEWS TRIBUNE'S 
COVERAGE IS 


13% 


improvements . . 


tiary, Western State Hospital and the U. S. 
Veterans Hospital . . . $3,760,000 for highway 
. $8,000,000 for private bus- 


iness programs already announced % *% ¥* 
More could be listed, but you get the idea: 
Washington's Second Market is really a 


“must buy’’—today and tomorrow! 


Second Tacoma ° 
Paper's Coverage 47 % 
Seattle Morning 8 %, 


Paper's Coverage 


Seattle lst Evening 4% 


Paper's Coverage 


patch, Huntington, W. Va., as ad- 
vertising manager, and joined the 
display staff of the Cincinnati Post 
following a merger of the Hunt- 
ington newspapers in 1928. He 
served as local advertising man- 
ager for three years, was classi- 
fied advertising manager for five 
years and has filled his present 
position as advertising director for 
the past seven years. While clas- 
sified advertising manager he 
served as president of the Associa- 
tion of Newspaper Classified Ad- 
vertising Managers, 

Mr. Manz is president of the 
Newspaper Advertising Executives 
Association, chairman of the ad- 
visory committee of the Bureau of 
Advertising, American Newspaper 
Publishers Association, and chair- 
man of the newly organized bu- 
reau sales committee. He is a past 
president of the Advertisers Club 
of Cincinnati, and for some years 


| versity of Cincinnati as a lecturer 
on advertising. 

Mr. Savage, who began his 
newspaper and advertising career 
in 1920, is a member of the board 
of directors of the Advertising 
Federation of America. He was 
associated with the Chicago Trib- 
une until 1927, after which he 
spent a year in the advertising 
agency business in St. Louis be- 
fore joining the national advertis- 
ing department of Scripps-Howard 
in Chicago. In 1935 he became 
national advertising manager of 
the Post. A past president of the 


has been on the faculty of the Uni- 


1944 


Retail 
General 
Classified 
and 

Total 
Advertising 


TIMES. UNIO\ 


ALBANY, N. Y. 
Represented Nationally 


By 
HEARST ADVERTISING SERV 2 
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“THE HEARST NEWSPAPERS are 


in favor of American independence, 


American rights and liberties, free speech, 


free assembly, freedom of thought and 


action, and freedom of the press.” 


HE above is from an editorial writ- 

ten by William Randolph Hearst 
on April 21, 1935, on the policy of the 
Hearst papers. 


Independence, liberty, civil rights, 
freedom of speech, freedom of thought 
and action, free assembly and freedom 
of the press are what, nine years after 
Mr. Hearst’s editorial was written, the 


American people had to go to war to 


defend. 


The Hearst papers today stand un- 


Publisher 


swervingly, as always, for every article 
in that profession of faith of Mr. Hearst 


and the Hearst newspapers. 


Every corporation, industry or store 
that has anything to advertise does so 
only with the certainty that those eight 
American Freedoms in the platform 


of the Hearst papers are in back of it. 


And that is why the Hearst news- 
papers are good newspapers for our 
advertisers and good newspapers for 


our readers. 


THE HEARST NEWSPAPERS 
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LOOK AT CHICAGO ’ Re, 


in the light = 
of the Sun? — <*\ 


THE CHICAGO SUN today is a solidly established Chicago insti- 
tution ...as much so as the Chicago River, Michigan Boulevard 
or the Stockyards. 


Now the eighth largest morning newspaper in the United States, 
THE SUN already covers the Chicago market better than any 
standard-size New York daily paper covers the New York market.* 

The loyalty and responsiveness of Sun readers insure Sun 
advertisers that THE SUN, used alone or in any newspaper com- 
bination, will do a productive job... for a relatively small investment. 


*Sources: U.S. Census and Publishers’ Statements to A.B.C. for 6 months ending 9/30/44 


‘dl a 400 W. Madison St., Chicago 

: National Representatives: THE BRANHAM COMPANY 

Se eer CHICAGO: 360 N, Michigan Ave. - NEW YORK: 230 Park Ave. 

4 sae Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los Angeles, 
Memphis, St. Louis, San Francisco 


250 Park Ave., New York 


Urges Change in 
‘Fee-for-Service’ 
Medical Care 


Washington, Jan. 3.—The war- 
time health and education commit- 
tee of the expired 78th Congress 
summed up its affairs today with 
a report declaring that a substi- 
tute for “pay-as-you-go” medical 
care “is overdue and should not 
be delayed,” but the committee 
avoided any recommendation on 
compulsory health insurance. 

Unrestrained in recommending 
federal, state and local projects 
toward better community health 
service, the committee said it was 
not prepared to pass judgment 
now on compulsory vs. voluntary 
health insurance. 

The report said evidence leads 
the committee to conclude that the 
“pay-as-you-go” or “fee-for-serv- 
ice” system now used “is not well 
suited to the needs of most people 
or to the widest possible distribu- 
tion of high-quality medical care.” 
That system, the committee stated, 
tends to keep people away from 
doctors until the illness reaches 


an advanced stage, and it deters 
people from seeking specialized 
attention such as X-rays and hos- 
pitalization. 

“The solution of this problem 
will not be easy,” the committee 
noted. “Undoubtedly it lies in 
some form of group financing 
which would make it possible to 
share the risks and distribute the 
costs more evenly.” 


Insurance Methods Inadequate 


This might be achieved by vol- 
untary or compulsory methods; by 
use of general tax funds or a com- 
bination of :these methods, the 
committee suggested. “Insurance 
methods alone would not be 
enough, because they are not 
applicable to the unemployed or 
to those in the lower income 
groups,” it declared. 

Any method which is evolved 
should be reasonable, but not “cut 
rate”; it should include substan- 
tially all people and afford the 
highest quality care; permit the 
free choice of physician or group 
of physicians, and allow demo- 
cratic participation in policy-mak- 
ing by consumers and producers 
of service, the committee said. “In- 


sofar as possible, it should avoid 
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Have you a copy of the ATF Red Book of Types? 
If not, send for one on your letterhead. Also, single 


page showings including complete alphabets. 


. 


- 
A 


RDS FIND THEIR VOICE THRU TYPE”’ 


- 


UU 


AL ANTHONY, 471 Director 


St. Georges & Keyes, Inc. 


“They take pitch and intensity 


trom the tone of the type they’re set in. The spirit of 


a message can be wasted or winged, hampered or 


hammered home, according to the type faces chosen. 


The follow ing include the faces used 


in this advertisement 


That’s why I felt it was so important for these 


simple, courageous statements to speak clearly, without 


Franklin Gothic 
Caslon Oldstyle No. 471 


Alternate Gothic No. 2 


Scotch Roman 


Garamond Bold 


established by the type.” 


pom 
Ge 


AMERICAN TYPE FOUNDERS 


200 Elmora Avenue, Elizabeth B, New Jersey 


lisp or affectation, thru such unpretentious faces as 

ATF Franklin and Alternate Gothic. They achieve 

force without flourish, strength without self-consciousness, 
give impact to the message rather than the medium. 


Words convey sense... expressiveness is 
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the charity relationship,” it ad \eq 

The committee said it was un. 
able to decide between advoc¢ te; 
of Blue Cross hospitalization ing 
medical society “prepaymen 
plans” who hold that volun:ary 
plans will work if given suffic ent 
time and supplemented by ax. 
supported grants for public as. ist. 
ance cases, and others who propose 
compulsory health insurance, - uch 
as those set forth in the Wagner. 
Murray-Dingell bill. 

For the present the comm ‘tee 
urged: Federal grants to Si ites 
to assist postwar constructio: of 
hospitals, medical centers, nd 
health centers in accordance with 
the “integrated plans” of the U. §, 
Public Health Service; federa| 
loans and grants for postwar s 
age and sanitation programs; full- 
time health centers in every com- 
munity; federal scholarships for 
medical and dental education, and 
more flexible federal health aid to 
the needy. 


Ed Wood Leaves MBS 
to Join Hackett 


Edward W. Wood Jr., general 
sales manager of Mutual Broad- 
casting System, has resigned to 
become a member of M. H. Hac- 
kett Company, New York, to be 
active in managing the agency as 
well as working on new business, 

Before joining MBS, Mr. Wood 
was with the Chicago Tribune and 
True Story. At Mutual, as a mem- 
ber of the board and sales man- 
ager, he has been influential in 
developing the daytime serial and 
play-by-play sportcasts, and has 
helped build the network to its 
present status of more than 200 
stations with advertising revenue 
increasing from $3,000,000 to $20,- 
000,000 in the past five years. 


18 Distributors 
Named by Eureka 


The appointment of 18 new dis- 
tributors by Eureka Vacuum 
Cleaner Company is the first step 
in the re-establishment of the 
company’s. national distribution 
organization. While continuing 
production of material for the 
armed forces, the company was 
recently authorized to begin lim- 
ited manufacture of vacuum 
cleaner units and a newly-devel- 
oped cordless electric iron. Adver- 
tising plans are now being dis- 
cussed. 


John McAvoy Named 


National Organization Masters, 
Mates and Pilots of America, New 
York and Washington, D. C., has 
appointed John Arthur McAvoy o! 
New York, as national advertising 
representative for its official pub- 
lication, The Master, Mate and 
Pilot. 


i ieee 
WHAT TO DO WITEr 


TIE IN WITH INDUS- 
TRIAL PAYROLLS 


Greensboro (ABC City Zon 
and Trade Area) has becom 
a prosperous 2nd-in-populatio 
Market for the two Carolinas 

The thing to do with suc! 
a “No. 2” is obvious: Thes 
Greensboro newspapers prese) 
a logical way to cover 457% « 
a potential States-wide 85% 

There’s been an up to 55° 
increase in employment in th 
Market's over-fifty BIG 
dustries. These plants a) 
permanent, 


JANN & KELLEY, INC. 


National Representatives 


EVENING EXCEPT SUNDAY 
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so all we can say here is that 


actu 991 National Advertisers 


or th used Fawcett Publications i 


Adver in 1944 
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a omrcett Publications ; ns, 


latio World's Largest Publishers of Monthly Magazines 
Thes 1501 Broadway, New York 18, N. Y. 


n th True Confessions Motion Picture Movie Story 
Mechanix Illustrated Life Story True 


Fawcett Magazine Comics 
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Catalogs Ready, 
Mail Order Houses 


Hit by Shortages 


Chicago, Jan. 2.—This time last 
year it was government curtail- 
ment of furniture production; now 
it is the government’s “freezing” 
of woolen and cotton goods that 
has caught the large mail order 
houses here with their spring cata- 
logs at the printers’. 

As rapidly as they can, the com- 
panies are stopping the presses to 
stamp “Sorry, Not Available” or 
“Not Available Till...” on cur- 
tailed items. And frequently they 
are inserting pages reminding cus- 
tomers to buy war bonds and 
otherwise to help win the war— 


those pages replacing others which 
advertised related items no longer 
available. 

It takes from a month to six 
weeks for the larger mail order 
houses to send out their catalogs. 
Sears, Roebuck & Co. and Mont- 
gomery Ward & Co. both print 
several large editions, each edi- 
tion going to a particular branch 
house which mails the catalogs to 
customers. The editions printed, 
bound and mailed last will contain 
most corrections, but even so only 
about half of the changes caused 
by new restrictions will be caught 
in those editions. 

Houses like Chicago Mail Order 
Company, for which sales of 
woolen and cotton goods consti- 
tute a larger percentage of total 
sales than they do for larger com- 
panies, are harder hit by the cur- 


A Nationwide Sur- 
vey of Radio and 
Electronic Techni- 
cians’ Reading 
Habits sent free on 
request. 


rent restrictions. None will know 
how extensive the revisions and 
excisions will be until the last 
editions are ready for binding. 
Although they expect that some 
other restrictive orders may be 
issued because of the effect of war 
changes on military requirements, 
most of the houses do not believe 
the “Sorry .. .” notices will much 
exceed the number in their 1944 
spring editions. 

The government’s recent deci- 
sion to delay reconversion well 
past spring apparently will not 
have much effect on most catalogs. 
A few lines, including a list of 
aluminum ware offered by one 
house, have been hit by elimina- 
tion of tentative reconversion 
plans. Generally, the mail order 
houses have not offered to sell 
goods they do not have on hand 
but expect to get within a few 
months. 


Hendrick to McCann 


Harold E. Hendrick, formerly 
with Compton Advertising, New 
York, and before that with Tracy- 
Locke-Dawson, Dallas, for 19 
years, has joined McCann-Erick- 
son, New York, as a space buyer. 


And so are the other 
prosperous residents of Small 
Town America — 20.5% of your 
entire market! The one sure 


way to reach us is to advertise in 


GRIT—the only publication to 


put more than 75% of its 


circulation into Small Town homes. 


Perec feta Sensar 


WSP.PER = 


GRIT PUBLISHING CO., WILLIAMSPORT, PA. 


Rae’ 
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Current Network Hooperatings 


Evening Program Audiences 
MOST LISTENERS PER SET 


Program Total Sponsor 
1. Jack Benny 3.15 American Tobacco C 
2. Blondie $.13 Colgate-Palmolive-Per et 
3. Fanny Brice 3.06 General Foods 
Most Men: Drew Pearson, with 1.05 (Healthaids) 


Most Women: 
Most Children: 


Family Hour, with 1.63 (Prudential Insurance) 

Lone Ranger, with 1.12 (General Mills) 
MOST SETS IN 

1. Sunday, 8:45-9 p. m., EWT.... 


USE 


Programs, Stop Or Go (McKesson & Robbins) 
Crime Doctor (Philip Morris) 
Gabriel Heatter (Barbasol Company) 
One Man’s Family (Standard Brands) 


2. Tuesday, 10:15-10:30 p. m., EWT 


CCERSD SE OSCE EOF 8 E4468 6 O40 2D 0 


Programs: Service to the Front (Wm. Wrigley Jr. Company) 
Bob Hope (Pepsodent Division, Lever Bros.) 


3. Thursday, 9-9:15 p.m., EWT.... 


TePCRee Eire Pet ee eee 441] 


Programs: America’s Town Meeting of the Air (Reader’s Digest 


Ass’n.) 


Gabriel Heatter (Zonite) 
Bing Crosby (Kraft Cheese Company) 
Special Event: Archbishop Spellman 
HIGHEST SPONSOR IDENTIFICATION 
Radio Theater, 9-10 p. m., Monday, with 91.5, Correct Product 91.3, 


Other 0.2 (Lever Bros.) 


FIRST FIFTEEN EVENING PROGRAMS 


Program 


Bob Hope 

Fibber McGee & Molly 
Bing Crosby 

Charlie McCarthy 
Joan Davis & J. Haley 
Walter Winchell 
Radio Theater 

Abbott & Costello 

Mr. District Attorney 
Eddie Cantor 


Sponsor 


Pepsodent Div. 
S. C. Johnson 


National Dairy 
Jergens Co. 
Lever Bros. 

R. J. Reynolds 
Bristol-Myers 
Bristol-Myers 


Kraft Cheese Co. 
Standard Brands 


Product 


Velveeta 


Chase&Sanborn, Stams NBC 

Sealtest NBC 23.7 
Jergens Lotion Blue 23. 
Lux Soap CBS 21.3 
Camel Cigarets NBC 21.2 
Vitalis, Ingram NBC 21.( 


Trushay, Sal Hepatica 


Jack Benny American Tobacco Lucky Strike Cigarets NBC 20.5 
Screen Guild Players Lady Esther, Ltd. CBS 9.6 
Hildegarde B&W Tobacco Raleighs NBC 19.4 
Kay Kyser American Tobacco Lacky Strike Cigarets NBC 18.5 


Your Hit Parade 


American Tobacco 


Lucky Strike Cigarets CBS 


KWEK, ‘Star-Times’ Seek 
FM, Video Outlets 


KWK, St. Louis, has filed appli- 
cation with the FCC for an FM 
broadcasting license for a station 
of 50,000 watts on 47,700 kilo- 
cycles. 

The Star-Times Publishing Com- 
pany, St. Louis, has applications 
pending for a television station in 
the St. Louis area and a 10,000 


watt FM _ station, operating in 
channel 2 on approximately 60,000 
kilocycles. 


Hutzler Adds Account 


Hutzler Advertising Agency, 
Dayton, has been appointed to 
place advertising for the Credit 
Life Insurance Company, Spring- 
field, O., using national publica- 
tions and direct mail. 


Ly 
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EX 
PRINTING 


Now...more 


than ever... 


YOU should 
look to Farthorn 


Ad-setting, Engraving 


With the war making a big demand on person- 
nel, advertising agencies and advertisers must 
look to the best and simplest way to handle their 
production requirements. This can be accom- 
plished through Faithorn comPLETE SERVICE— 
and Printing, with art 
work and layouts — all under one roof. Why 
send cuts to one concern, type to another, 
blocks away, and then give your printing to a 
firm even farther distant? You can cut costs, 
eliminate worry and save TIME, TROUBLE and 
MONEY by having Faithorn do the complete job. 
Only ONE contact and one order necessary. Let’s 


get together. Write, or phone Whitehall 2300. 


FAITHORN IS THE ONLY CONCERN IN CHICAGO 
THAT OFFERS THIS COMPLETE SERVICE, 


Faithorn Corporation 


AD-SETTING .- 


ENGRAVING .- 


PRINTING 


400 N. Rush Street « Phone Whitehall 2300 + Chicago 11, Illinois 
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Many advertisers today face a delicate and rather 
difficult problem. 


On the one hand, the release of civilian goods— 
or prospect of that release—calls for advertising of a 
character that will make immediate sales or create 
a strong preference for the advertiser’s products. 


On the other hand, the advertiser must take into 
account the effect of his advertising on those who 
are still up to their necks in war ... who may well 
resent an “all-over-but-the-shouting” attitude back 


home. 


In this situation, the advertiser is fortunate who 
employs the services of an agency with a high degree 
of creative skill, a record of unusual resourceful- 
ness, and a long-standing awareness that advertising 
must do—not only a good selling job—but an equally 


good job of public relat ions. 


Young & Rubicam, Inc. 


ADVERTISING 


New York * Chicago °* Detroit * San Francisco 


Hollywood * Montreal * Toronto 
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Expands Market 
for Solventol 


Detroit, Jan. 3.—Looking toward 
eventual national distribution of 
its cleaner, Solventol Chemical 
Products, Inc., this week appointed 
Campbell-Ewald Company to di- 
rect its advertising and merchan- 
dising activities. The synthetic 
solvent cleaner for household, in- 
dustrial and institutional use, Sol- 
ventol, has heretofore been mar- 
keted in a restricted sales area. 

Merchandising emphasis through- 


is! 


out 1945 will be on household sales 
covering the territory adjacent to 
the Great Lakes, where distribu- 
tion has been attained and some 
sales effort has been carried on in 
over 30 principal cities. Depart- 
ment, hardware, grocery and drug 
stores represent the principal re- 
tail outlets for the household prod- 
uct—a “heavy-duty” cleanser for 
painted walls, rugs, upholstered 
furniture, etc. 

The company plans to open 
additional markets with a view 
toward securing national distri- 
bution, and subsequently a na- 
tional advertising program, just as 


quickly as current markets have 
been developed to their full ex- 
tent. Newspapers, radio and other 
forms of local advertising will 
complement specialty sales work 
in the current list of cities, the 
major share of both merchandis- 
ing and advertising to appear prior 
to and during the spring house- 
cleaning season. 


Four A’s Elects West 


The American Association of 
Advertising Agencies has elected 
Bronson West, Advertising, St. 
Paul, to membership. 


J. R. Wood Starts 
Largest Campaign 


for Diamond Rings 


New York, Jan. 2.—J. R. Wood 
& Sons has launched in magazines 
and newspapers the largest cam- 
paign in its history, to run through 
1945, for “Art-Carved Rings by 
Wood.” 

Copy emphasizes quality, with 
art work based on a romantic 
appeal. Current advertising illus- 
trates a bride and several rings 


WHEN 50.000 


O ALL FIGHTING FRONTS, the Overseas 

Edition of MopERN MEDICINE wings its 
way every month bringing all the latest 
developments in all branches of medicine to 
doctors who are nobly devoting their skill 
and energy to military medicine. 


Since last January, MopERN MEDICINE has 
been mailing an Overseas Edition to doctors 
in service through a special paper grant 
from WPB. 

They're doing their war job well, these 
Doctors in Uniform, and will until the last 


“All Clear” sounds. . 


. but their minds are 


full of tomorrow. A recent survey revealed 
that 79% of the doctors overseas will want 
additional training upon their return home: 
61% plan to return to the locality they were 
in when war called; 32% will go into gen- 
eral practice; 68% will concentrate on a 
speciality. 


These and other answers disclosed by the 
survey underline the fact that uppermost in 
war-occupied minds are the questions: 


What’s 


happening in civilian medicine? 


What’s new in pediatrics? What has devel- 
oped in obstetrics? What new treatments in 
gynecology? 


For despite the trial and thunder of war, 


never 
wholly 


for a moment have these doctors 
disassociated themselves from the 


families they left behind—or their practices. 


SN —S Sf 


AS f— 


r 
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DOCTORS COME HOME 


Knowing this, Mopern MeEpIcINE pub- 


Advertising Age, January 8, 1975 


from which she may choose. Co'or 
pages are scheduled in Esquire 
Glamour, Harper’s Bazaar, | }- 
erty, Life, Look, Mademoise|ie 
Seventeen and Vogue. Large-- ze 
newspaper space, employing a 
similar theme, will appear in 6] 
leading Sunday newspapers 
throughout the country, throich 
two-color ads in Parade and Tiijs 
Week Magazine, rotogravure n- 
sertions in the Metropolitan Gro ip, 
and black and white ads in Sin- 
day supplements of independ:nt 
papers. 

Four ads have been reproduced 
in different sizes for jewelers, and 
will be distributed through a 
dealer mat service. Donahue & 
Coe is the agency. 


Piper Named Head of 
Public Relations Unit 


Col. Charles M. Piper, vice- 
president in the Washington Office 
of Al Paul Lefton Company, has 
been elected president of the Na- 
tional Capital Forge of the Ameri- 
can Public Relations Associatio: 
Other officers are: Vice-president, 
Louis Fischer, public relations 
manager, National Association of 
Independent Tire Dealers; secre- 
tary, Leon Block, agricultural 
service associates, and treasurer, 
M. W. Rowell, managing director, 
National Public Relations Service. 


Coaltoter to Gray 


Coaltoter Conveyor Company, 
Chicago, has appointed Russell T. 
Gray, Inc., Chicago industrial 
agency, to handle its advertising 
The company markets portable 
conveyors for industrial and coal 
dealer use. Industrial media and 
direct mail will be used. 


Joins American Soap 


J.B. Beecher, formerly in charge 
of eastern sales for B. T. Babbitt 
Company, New York, has joined 
American Soap Powder Works, 
Inc., Brooklyn, as sales and adver- 
tising manager. The company 
plans promotion in the metropoli- 
tan area of Tish water softener. 


lished the Overseas Edition, a postgraduate 
course, made-to-order for the physician 
away from home. Complete in coverage, 
condensed in size, easy to read in tent, hos- 
pital or barracks, the Overseas Edition is in 
many ways the answer to what Doctors in 
Service are thinking and planning. It’s the 
answer to tomorrow, keeping them aware of 
the advances in civilian medicine, of newer 
methods in diagnosis and treatment. 


How well they appreciate receiving the 
Overseas Edition is evidenced by the thou- 
sands of V-mail letters from physicians 
grateful for the opportunity of following 
civilian medical developments at home— 
while away. 


When the doctors come home from the 
war—and they are returning every day— 
they will come back with a good habit un- 
broken . . . the habit of reading Mopern 
MEDICINE, the same journal covering all 
phases of civilian medicine they received 
while overseas. Because of this accumulated 
power of more appreciated readership, Mop- 
ERN MEDICINE is today, and will continue to 
be when peace comes, more than ever your 
most valuable medical advertising medium. 


THE JOURNAL OF DIAGNOSIS AND TREATMENT 


PUBLICATION OFFICE—MINNEAPOLIS, MINN. 


NEW YORK + CHICAGO + 


CLEVELAND + 


LOS ANGELES + SAN FRANCISCO 


SINS I 


YOUR Magazine 


Check the points you 
would cover if you 
were designing a wom- 
an’s magazine of your 
own. Then glance over 
Chatelaine — any issue. 
You'll find that it about 
parallels your own ideal. 
It appeals essentially to 
the young modern, mar- 
ried woman. It deals 
with her home, her fam- 
ily, her appearance. It 
provides romantic, en- 
tertaining fiction; 
thoughtful articles on 
people and _ affairs. 


Circulation over a quarter 
of a million, reaching one 
in four English-speaking 
urban homes in Canada. 


‘hatelains 


the Canadian womans magajre 


481 University Ave., Toronto 2, Canada 
New York, Chicago, Montreal, London (Ene 
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... and that strike settled the bowling cham- 
pionship of Greenfield. 

There had always been friendly rivalry be- 

tween the Rotary Club team and the Kiwanis. 
In the third game of this season’s match, the 
Kiwanis were eight pins to the good when Bob 
took the ball to roll the last frame. With a fine 
swing, he let fly... Ten pins toppled over. And 
the Rotarians were the champs! 

Independent, prospering, patriotic, the peo- | 
ple who live in the thriving smaller cities and | 
towns take an interest in each other and in the | 
world at large. They want to know what goes | 
on in state and nation. They like PATHFINDER 
for its complete, reliable and interesting survey 
of general affairs and world events. 

Edited in Washington, this alert news weekly 

presents the news factually, but smartly written. 
Its editors and writers see eye to eye with the 
people of the smaller communities, supporting 
whatever promotes their well-being ... Some- 
how, when these folks read advertising in PATH- 
FINDER, they’re impressed differently from city 
dwellers who scurry through the pages of metro- 
politan publications ... Consider too—in the 
aggregate, these home communities make up a 
large share of the country’s consumer buying 
power... They contain 56 per cent of all retail 
outlets in the U.S.A. PATHFINDER well repays 
the rapidly increasing investment in its pages 
that experienced advertisers are making. 


PATHFINDER 


NEWS WEEKLY FROM THE NATION’S CAPITAL 
PATHFINDER BUILDING + WASHINGTON, D. C. 


ADVERTISING OFFICES 
Philadelphia, 230 W. Washington Sq. * New York, 420 Lexington Ave. 
Chicago, 180 North Michigan Ave. ¢ Detroit, General Motors Bidg. 
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Hearing Aid Makers Adopt 
Trademark Protection Rules 


Washington, Jan. 4. — Mute 
testimony to the inadequacy of the 
federal trademark law is found in 
the trade practice rules volun- 
tarily adopted by the hearing aid 
industry this week in cooperation 
with the FTC. Lacking other pro- 
tection, hearing aid firms agree to 
respect each other’s trademarks 
and labels, and promise that they 
will not intimidate each other 
with threats of infringement ac- 
tions. 

Although Congress has not been 
able to write a trademark law in 
six years, there is reason to hope 
that during the 729 remaining 
days of the new 79th Congress 
something can be done to estab- 
lish real protection for owners and 
users of trademarks. Legislation 
setting up effective registration of 
trademarks, and a statute of limi- 
tations insuring the validity of any 
registered mark after five years, 
could certainly be put through, 
with timely support by business 
organizations. 

It is interesting that industry 
is seeking some trademark pro- 
tection through the FTC’s “Fair 
Trade Practice” procedure. Per- 
haps it is no coincidence that this 
semi-legislative function, and 
others, such as regulation of the 
use of the “Red Cross” brand 
name, have fallen to FTC by rea- 


By STANLEY E. COHEN, Washington Editor « 


son of the unwillingness of Con- 
gress to decide the issues. 


* * * 


Tin: Time was when “tin” was 
another word for “cheap.” But as 
things stand today, tin is more 
valuable than gold. For instance, 
after March 1, it will be illegal 
to sell costume jewelry, souvenirs, 
advertising specialties and other 
specialties containing tin. WPB 
has harsh words for those who 
have used tin these past two years 
in violation of its orders. These 
“illicit users” have placed “huge 
profits above their country’s 
needs,” the agency comments. In- 
cidentally, aside from invoking 
extreme powers to stop use of tin, 
WPB has no love for costume 
jewelry manufacturers. In New 
England alone, 45,000 workers are 
engaged in this profitable occupa- 
tion. This attractive labor supply 
may be slated for whatever per- 
suasion Jimmy Byrnes finally de- 
cides to use against “less essential’ 
industries. Moneybags: Treasury 
Procurement’s request for $125,000 
to cover surplus property adver- 
tising until June 30 rode through 
the last Congress. Plans for spend- 
ing are still uncertain, but trade 
publications have good friends in 
high Treasury councils. 

* * * 

Figures: OPA gave recognition 
to its accounting staff, setting up 
a special accounting department 


Where More 
People Have Radios and 
More People Listen 


In South Bend where the percentage of 


radio ownership is 96.9*—8% great- 


er than for the country as a whole and 


4.2% greater than for the State of 
Indiana—WSBT has a Hooper** of 
46.1. In other words there are more 


radios in South Bend than there are 


in most places and most of them are 


tuned to WSBT. 


*CBS Survey of Radio Ownership 


1944. 


** Hooper Station Listening Index 
May through September, 1944 


PAUL H. RAYMER CO. 
National Representatives 


 cOLUMBIA 


pSiehs ea 


NETWORK 


headed by Paul M. Green as 
deputy administrator. Price Ad- 
ministrator Bowles noted that 
OPA depends on accountants “to 
maintain professional accounting 
standards which insure objective 
treatment of the business records 
examined as a basis of OPA 
pricing actions.” The accounting 
staff must provide “a _ greater 
amount and variety of cost and 
financial information than ever 
before needed by any public or 
private agency,” Mr. Bowles said. 
Casualty: Congress denied the 
$50,000 asked by Commerce so 
that it could distribute to industry 
the fine books on small businesses 
which it has written for the Army. 
Fascination: William Griffin, J. 
Walter Thompson copy chief, came 
down to look over Treasury’s farm 
paper advertising for war bonds a 
few days ago when Erwin, Wasey 
& Co. relinquished the job. Though 
his trip was to last only one day, 
his stay must have been very 
interesting because he extended it 
long enough to clean up about a 
month’s work. 
* * 7 

Red Herring: Leaders of the 
National Editorial Association were 
unsuccessful in an 11th hour effort 


to pry their paid war bond adver- 
tising bill out of the House rules 
committee in the dying hours of 
the 78th Congress. A new argu- 
ment that they are trying among 
rural Congressmen privately is a 
veiled hint that unless the weekly 
papers get their paid war bond 
ads, they may somehow or other 
become susceptible to the appeals 
of the CIO’s PAC which allegedly 
will soon be gunning for more 
Congressional scalps. Danger: 
Failure of farm manpower to re- 
turn to the woods resulted in a 3% 
drop in pulpwood receipts during 
November, 1944, from the Novem- 
ber, °43, level. Pulpwood is too 
tight to permit such changes with- 
out disrupting the paper supply, 
WPB officials fear. Planning: To 
those who are looking ahead, add 
the Olson Steamship and Naviga- 
tion Corporation. This firm, despite 
CAB’s hostility to air activities on 
the part of steamship lines, is con- 
sidering air service from San 
Francisco to Calcutta, India. 
Crowning point in Olson’s plans, 
however, is that the flight is via 
Tokyo. 


* * * 


Paradox: Now that ODT and 
CAB have ganged up on airlines 


AaDeTtistug Age, Ju yO; 
demanding that they discourage 
travel by toning down their ads 
CAB has served notice on {oy 
major lines to show cause why air 
travel rates should not be reduced 
Yet Chairman Welch Pogue him. 
self has said that the smartey 
thing lines can do to build passen. 
ger travel is cut rates. Paradox 
(Again): Short weeks ago Treasury 
explained that it was able to fe; 
22,000,000 flashlight batteries fo, 
sale, at a time when batterie; 
were critically short, because they 
were overage. Now it has with. 
drawn 8,000,000 of the batteries 
with the explanation that the crig. 
inal surplus had resulted from “,; 
curtailment of requirements ir the 
European theater of operations,” 
but the surplus has disappeared 
“due to increased activities in aj) 
theaters of operations.” My, the 
tangles some people get into! Job; 
OPA has priced more than 1,00 
different pens and mechanica) 
pencils by brand and number 
Delay: FCC has decided manpower 
and materials shortages make jj 
impractical at this time for net- 
works to record all programs. 4 
pending order has been ten. 
porarily abandoned. Market: Since 
Pearl Harbor 9,000,000 babies have 


Add to the list of vital war goods, new emergency airfield 


runway material made mostly of layers of tar-soaked paper. 


Also, 52 pounds of paper cover for shipping each Red Cross 


ambulance. Pulp and paper are said now to go into 700,000 


necessities of war. The constantly increasing demand for more 


paper must be met. Publishers, advertisers, printers can help 


by urging men to cut wood, and other civilians to salvage 


every pound of wastepaper. Giving this vital paper drive our 


continuous participation and support will help shorten this 


war and bring home our fighting men. 


MILLS AT HAMILTON, OHIO ... CANTON, N. C.... HOUSTON, TI \4 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bone. ! 


NEW 


YORK - CHIC 


Tablet Writing and Papeteries . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 


AGO: 


PHILADELPHIA » CLEVELAND - BOSTON - ST. LOUIS: CIS\(! 
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peen born in the United States. 
crop for 1944 was slightly below 
1943’s record 2,934,000 registered 
births. 

* * * 

Finding: FTC has ordered E. J. 
Brach & Sons, one of the few 
candy manufacturers to have an- 
nual sales in excess of $8,000,000, 
to abandon certain purchasing 
practices which enabled it to buy 
glucose at prices below those gen- 
erally charged by the same sellers 
to its competitors. Reduced glu- 
cose prices brought Brach’s costs 
pelow those of its competitors, 
FTC commented, “which may give 
the respondent a price advantage 
in the sale of its candy and afford 
it the financial power to further 
sales by advertising and other 
forms of nonprice competition.” 
Insurance: Of more than 39,000,- 
000 persons currently enrolled in 
the federal social security pro- 
gram, 1,120,000 are drawing $20,- 
500,000 monthly. Retired workers 
over 65, numbering 462,000, draw 


$10,900,000; 135,000 wives of re- 
tired workers, $1,700,000; 123,000 
widows with young. children, 


$2.400,000; 326,000 children of de- 
ceased or retired workers, $4.000,- 
000; 69,000 aged widows, $1,400,- 


000; and 5,000 aged dependent 
parents, $100,000. Report: Census 
has published a report on state of 
repair and plumbing equipment of 
dwelling units for 1940. 


WJZ Plans Promotion of 
Drug Shows with FTM 


Working with Fair Trade Mer- 
chandising, New York, WJZ, the 
Blue Network outlet there is plan- 
ning to promote the station and its 
drug programs through posters 
and window displays in 1,100 inde- 
pendent drug stores in the metro- 
politan area. Posters will be 
changed monthly when FTM deco- 
rates store windows and distrib- 
utes a special consumer publica- 
tion describing WJZ programs to 
druggist members. 

A quarter-hour program, headed 
by Stan Shaw and broadcast on 
WJZ 8-8:15 a. m., Saturdays, will 
be devoted to the promotion of 
druggists operating under the Fair 
Trade Seal of Approval—“Your 
Friend for Health.” The merchan- 
dising campaign was devised by 
and is under the direction of How- 
ard St. John, WJZ merchandising 
manager. 


Brown-Forman Elects 
New Top Executives 


Owsley Brown, president of 
Brown-Forman Distillers Corpora- 
tion, Louisville, since 1917, has be- 
come chairman of the board and 
will be succeeded by W. L. Lyons 
Brown, formerly vice-president in 
charge of sales and advertising. 

George Garvin Brown II, vice- 
president in charge of operations, 
has been promoted to executive 
vice - president and Rodman W. 
Moorhead Jr., advertising manager 
and assistant secretary, becomes 
vice-president and director of ad- 
vertising. 


Spic & Span to Use 
Newspapers, Radio 


Spic & Span household cleaner, 
produced by Spic & Span Prod- 
ucts, Saginaw, Mich., will be pro- 
moted during 1945 in a series of 
12 weekly 168-line advertisements 
to appear in 180 newspapers 
throughout the country, and with 
spot announcements on 30 radio 
stations. 

Julius C. Dubin, Pittsburgh, is 
advertising counsel. 


CCNY Issues Directory 
of Market Researchers 


A “Survey and Directory of 
Marketing Research Agencies in 
the United States” has been pre- 
pared by the Bureau of Business 
Research of the College of the City 
of New York School of Business 
and Civic Administration. The 
revised edition differs from the 
1943 directory, which listed only 
agencies located in New York 
City, in that marketing research 
organizations in 13 cities with a 
population of more than 500,000 
are included. The directory, $3 


| per copy, may be obtained from the 


Bureau of Business Research, City 
College School of Business, 17 
Lexington Ave., New York 10. 


Eustice Company Formed 


Clifford L. Eustice, for 10 years 
assistant to the president of Ralph 
D. Davies, Inc., Cincinnati food 
brokerage company, has formed 
Clifford L. Eustice Company, with 
offices at 720 Provident Bank 
building, Cincinnati. The company 
will specialize in brokerage of con- 
sumer packaged specialty grocery 
products. 
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“THE GREATEST 


FUNDAMENTAL WORRY AMONG 
HOTEL MANAGERS IS A MAJOR 


MECHANICAL BREAKDOWN” 


NEW YORK TIMES, OCT. 1, 1944 


Modernization is on the Postwar must” 
List af 9000 important Hotels ... and 
“Postwar” is here right now! 


R®” the facts. They’re actually 
conservative. They don’t be- 
gin to give you the whole vast pic- 
ture of the postwar hotel market. 
You think of the hotel market, 
perhaps, in terms of food, bever- 
ages, day-by-day supplies. 


You are only partly right. Today 
hotel equipment, and many hotel 
buildings themselves are worn 
out. Practically every hotel in 
America needs just about every- 
thing. 


Up to now, these hard-pressed 
hotels could not buy. War short- 
ages, priorities, rationing and all 
the rest of it made buying next to 
impossible. 


For 3 years, a tremendous back- 
log of buying power has accumu- 
lated. Today, it amounts to 250 
million dollars for modernization 
alone—not including replacement 
purchases. 


And for years, Hotel Management 
has been editorially cultivating 
this vast market, in order to de- 
liver it to America’s manufac- 
turers when postwar came. 


Again and again, we have told 
hotel operators that their first job, 
come postwar, will be to renovate, 
rebuild, re-equip, redecorate. 


And now, for practical purposes 
postwar is here. 


Already, many of America’s fore- 
most manufacturers are advertis- 
ing to this market (214 in Hotel 
Management to date in 1944). 
They are getting in on the ground 
floor—and working up. 


Unless you do so too, you risk 
missing one of America’s richest, 
fastest-buying markets. 


WHAT MAGAZINE DO HOTEL MANAGERS 
READ FOR THEIR PROFIT-MAKING IDEAS? 


@ No matter how busy they are, hotel mer 
find time to read their own magazine—Hotel 
Management, an outstanding business mag- 
| azine. Together with the Hotel World- 

Review, advertisers get a deep penetration of 
the hotel market not to 1 


e found elsewhere. 


Ahrens Publications 


HOTEL MANAGEMENT 


| RESTAURANT MANAGEMENT + HOTEL WORLD-REVIEW 
71 Vanderbilt Avenue, New York 17, N.Y. 
333 N. Michigan Avenue, Chicago 1, Ill. 
| Representative Blane 
805 C & S National 


Ga Blanchard-Nichol 100 | 
Francisco 4, C | 
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Calls ‘AA’ Pony Real 
Balm for Frayed Nerves 


To the Editor: One of the other 
ex-admen on the ship showed me 
the Servicemen’s Pony Edition of 
ADVERTISING AGE today. You bet 
I like it. Out here in the “Indian 
Country” making as many as four 
strikes a day, the pony edition is 
real balm for frayed nerves and 
the nostalgia that goes with being 
an ex-adman at sea. 

It has been almost four years 
since I took leave of absence as 
assistant advertising manager of 
Standard Oil Company (Indiana), 
and it’s like old times to read 
about Leo Burnett still getting 
new accounts. If there had been 
a blurb on Wes Nunn, advertising 
manager at S. O., and my boss, 
then your November issue would 
have been complete. Between let- 
ters from my father, Homer Mc- 
Kee (Roche, Williams & Cleary), 


This department is a re 


se) TS TEE SR Oe Se te 
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and those from Wes Nunn, I have 

managed to keep posted—but now 

that the Yorktown has a copy 
coming out here, I expect to keep 
all the way up to date. 

Keep ’em coming! We expect to 
close this “account” out here in 
°45. 

LiEuT. Comor. R. C. McKEE, USNR, 
c/o Fleet Post Office, San 
Francisco. 

To the Editor: The pip of a 
pepper - upper, that almost -as - 
good-as-a-letter-from-home jour- 
nal, your pony edition that I ap- 
preciate so very much... it usu- 
ally chases me frantically from 
one end of the ETO to the other. 
So please, Mr. Editor, be a good 
egg and change my address in 
your files to the one shown above. | 
Yours is the one paper I want to 
find waiting for me when the out- 
fit comes back for a rest and for} 
mail. 


ader’s forum. Letters are welcome. 


eS ag GS Ee a 2 Tie ee ee 
BS MSc Seso tint AO GS a RR 5: 


Even though our advertising is 
published in fire, it’s mighty good 
to have that reminder of the “good 
old days” of ink, plates, copy and 
cuts ... and the folks that were 
doing it. Nice to know what’s go- 
ing on, and what we can look for- 
ward to getting back to, after 
we've sold this campaign to Jerry. 
So please, Mr. Editor, this one 
little favor for an ex-adman who 
has temporarily taken over a new 
job. Thanks more than a million. 

Lieut. E, F. DyKstTRA, 
c/o Postmaster, New York. 
, v 


Ranks Leading Agencies 


To the Editor: One of my fore- 
most pleasures on this side of the 
world is a subscription to ADVER- 
TISING AGE, which is thoroughly 
perused from cover to cover every 
time a six or eight-week-old issue 
squeezes itself through the mails. 

Last summer a few articles on 
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PORCUS pays check 


Porcus: Why fight about who’s going to pay the bill. I’m 
taking care of that. 


ae 
< 


Porcus: Of course I am! 


Ady. Mgr.: Pig, you talk as if you came from 
Los Angeles. There's no city in Iowa big 
enough to rate among the first 20. 


Acc't Ex; Wait a minute, Porcus here is right. 


Ady. Mgr.: Preposterous ... who ever heard of a dish paying 
for the privilege of being eaten? 


Porcus: You overlook the fact that I’m not just an ordinary 
pig—I’m a product of Iowa. I represent the stabilized 
wealth of one of the 20 biggest cities in the land. 
Wealth that contributes an important share 

of the profits your companies earn. 


covers over 


Covered 
by 


URBAN MARKET 


RANKING AMONG 


Porcus: Marketwise urban Iowa is a city be- 
cause The Des Moines Register and Tribune 


and wholesalers. Saleswise, urban Iowa is one 
of the first 20 cities because its income, pop- 
ulation and purchases make it that! 


70% of its consumers, retailers 


Metropolitan lowa- 
THE DES MOINES REGISTER ann TRIBUNE 


A STATE-WIDE 


AMERICA’S 


Nationally Represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit 


|list of the leading agencies, and 


| publication of this letter in your | 


FIRST 20 CITIES | 


the relative ranks and claims of 
the leading advertising agencies | 
caught my interest. With plenty 
of time on my hands, I made a 


recorded after each one the clients 
they served. References: A stack 
of ADVERTISING AGEs of the past 
six months, the advertisers’ index 
in Fortune and other advertising 
trade publications. 

You may be interested in the 
results: 1. J. Walter Thompson; 
2. Young & Rubicam; 3. N. W. 
Ayer & Son; 4. Batten, Barton, 
Durstine & Osborn; 5. Ruthrauff 
& Ryan; 6. Foote, Cone & Belding; 
7. McCann - Erickson; 8. Newell- 
Emmett. 


It’s amazing how these first 
eight dominate the leading ac- 
counts. There seems to be no 


question on the first three posi- 
tions. Fourth, fifth, sixth and 
seventh places are so very close 
that they could almost be inter- 
changed. 

In addition to these eight there 
are perhaps 15 other agencies that 
ean claim to be very close, but on 
the basis of the sources consulted, 
fall considerably short of those 
mentioned above. 

R. E. Ryan Jr., USNR, 
c/o FPO, San Francisco. 

{[Editor’s Note: Reader Ryan 
can now check his guesstimates 
against leading agency rankings 
and billings on Page 1 of this 
issue. ] 
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Asks Support for ‘45 
‘Brotherhood Week’ 


To the Editor: I would deeply | 
appreciate the courtesy of the| 
columns. 

The men and women in the 
newspaper and advertising field | 
have been extremely cooperative 
in the work of the National Con- 
ference of Christians and Jews. | 
That work, as you know, is the| 
furtherance of understanding, 
good will and collaboration among 
Americans of all faiths; and the | 
development by sound programs | 
of education of a_ resistance to | 


value. 


5, yey 


hatreds, bigotries and intolera: c¢. 

I turn to you now becaus. | 
have great confidence that in 
Brotherhood Week observance 5; 
next year, your readers can be 
highly effective in bringing ‘he 
message of American brotherh: 04 
to all the American people. 

Brotherhood Week will be cee. 
brated in 1945 from Feb. 18 to 25 
the week of Washington’s bir:h- 
day. In past years, Brotherh 
Week has been observed in over 
3,000 communities throughout ‘he 
country. Everywhere, it becay 
the nucleus for public interest 
attention to the tasks of an w 
vided America determined to 
sist propagandas of hatred 
confusion. 

Our next Brotherhood W 
observance will be primarily 
voted to directing the attention « 
the American people to the da; 
ger of revivals of postwar hate 
movements. 

After the last World Wer ther 
was an unfortunate growth of such 
hate movements, particularly in 
the form of the Ku Klux Klan, 
We would like in due time to put 
the American people on. their 
guard against the pernicious 
effects of such movements on al] 
Americans. 

We invite correspondence from 
your readers as to how they can 
be helpful in this effort. From 
past experience I know that their 
help can be of immeasurable 


EVERETT R. CLINCHy, 


National Conference of Chris- 
tians and Jews, New York. 
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Spurs Bond Sales 


To the Editor: Herewith is a 
copy of the special edition of our 
employe publication, the ‘Curtiss 
Wright-er”, which was issued one 
day in advance of regular publica- 
tion day in order to stimulate bond 
sales in the 6th War Loan drive 
on Pearl Harbor Day. Editions of 
the “Curtiss Wright-er’’ are pub- 
lished by each of five plants in the 
Airplane division of Curtiss- 
Wright Corporation. This particu- 
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ar edition was issued by the Ken- 
nore plant. 
If you are planning a roundup 
n tne way Pearl Harbor Day was 
pserved in various sections of the 
ry it is my thought that the 
nelosed paper, with its unusual 
ron! page, might be worthy of 
men .10n. 

J. D. SPRINGER, 
Manager, Public and Internal 
Relations, Airplane Division, 
Kenmore Plant, Curtiss- 
Wright Corporation, Buffalo. 
Editor’s Note: The front page 
¢ the publication reproduces a 
jonolulu Star-Bulletin front page 
f Dec. 7, an extra edition on that 
ateful day, with this appeal: 
‘Don't let this happen again—Buy 
honds!”’] 

, FF 
Asks More Marketing 
ews in Pony Edition 


To the Editor: Your Service- 
,en’s Pony Edition of ADVERTISING 
cE has been reaching me regu- 
arly through the courtesy of my 
rother, Emmett, advertising man- 
ger of Master Lock Company, 
lilwaukee. It is hard to express 
e true value of this newsy pub- 
tion. When one has been in the 
Southwest Pacific 32 months, as 
have, it is impossible to keep in 
uch with developments in ad- 
ertising. Your paper has been 
eeping me up to date since the 
rst issue rolled off the presses in 
une. 
Since I am primarily interested 
, the market research end of 
dvertising I immediately gloss 
ver the paper for such news. 
Jould it be possible to include 
bit more on this subject in fu- 
Ire issues? 
I do not know whether Ameri- 
in advertising can take credit for 
or not, but Yank items are much 
, demand among the natives on 
| these islands. They’ll give a 
it's eye shell for a white under- 
lirt or a lakatoi for an overseas 
p. Shoe sizes make little differ- 
mce. The brogans can be three 
r four- sizes too big; it makes for 
oppy walking but that “civilized” 
ling. Cigaret brands are im- 
1aterial—just so it is tobacco. 
Movies are our main source of 
itertainment. We have not found 
ny Dorothy Lamours out here 
not even since the Wacs arrived), 
tropical South Sea Island pic- 
res leave a bad taste in the 
outh. Musicals, comedies and | 
lysteries rate tops; flag waving 
md war pictures are at the bot- 
m. An excellent comedy like 
anie”’ was hooted at the last 
inute when she made a patriotic 
eech. “Alaskan Highway,” con- 
rning two brothers who continu- 
fought about going to the 


ont, but never got there, was 
oed lustily. 
Paper takes up valuable ship- 


ng space so we are letting the 
supply our stationery out 
sre. Christmas greetings and best 
shes from the Netherland East 
Males, 
S/Set. NORMAN S. JAQUES, 
0 Postmaster, San Francisco. 


ree Appoint Aves; 
aldwin Joins Agency 


Wesley Aves & Associates, Grand 
s, Mich., has been appointed 


Schreier Joins Wood 


Dr. Fred T. Schreier, formerly 
with the bureau of applied social 
research, Columbia University, 
New York, has joined A. J. Wood 
& Co., Philadelphia opinion and 
market research organization, as 
director of market research. 


Marlo Foods Appoints 


Marlo Foods, San Francisco, has 
appointed the San Francisco office 
of Brisacher, Van Norden & Staff 
to handle its advertising. Posters 
in the San Francisco area are 


being used and other media will 
be added later. 


Forms Industry Service 
Associated Sales and Production 
Services, Farmington, Conn., has 
been organized by Norman H. 
Parke, formerly with the Army 
ordnance department, as managing 
director. The organization will 
offer an associate group service to 
smaller industry including tax ad- 


justment, sales and _ production 
procedure, market research, ad- 


vertising and promotion and pub- 
lic relations. 


Campbell to ‘Collier's’ 


McCulloch 
in the San 


Campbell, 
Francisco office 


formerly 


31 


viously with Erwin, Wasey & Co., 
|has joined the sales staff of Col- 
| lier’s at San Francisco, associated 


of | with Milo T. Gates, Pacific coast 


Foote, Cone & Belding, and pre- | manager of Crowell-Collier. 


ST 


Ross ENS 


Special Editions, sections, pages are sold solid 
and soundly on an insured program. Free 
survey at your request! 


PORTSMOUTH, NEW HAMPSHIRE 


WKY's Bond-Selling 


a ‘ ae ze 
id oN il 
i 


— , 
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THE MAGIC WORD “TELEVISION” brought capacity 


crowds to high school and municipal auditoriums all along 


the 19-town itinerary. 
of the towns to accommodate the eager crowds. 


Two shows were necessary in many 
At Altus, 


direct advertising for Metal 
fice Furniture Company, Grand | 
I American Hospital Supply | 
ration and Baxter Labora-| 
nes. Chicago, and the mechani- | 
| leather and synthetic rubber | 
ns of Chicago Rawhide Mfg. | 
pany. | 
George A. Baldwin, formerly 
‘erlising manager of the Insu- 
* products division, Owens-Illi- 


rlass Company, Toledo, has 
ne’ the agency as an account 
ecutive, 


trdner Names Donnelly | 
hd Schulenburg V.P.s 


\. W. Schulenburg, media | 
and former secretary of | 
r Advertising Company, St. | 
and Robert B. Donnelly, in | 
of marketing and mer- | 
sing, have been elected vice- | 
nts. 
’. Kirchoff, assistant treas- 
f the agency, also becomes 
ry, succeeding Mr. Schulen- | 
Champ C. Humphrey has 
named associate media di- 


Fascinates record crowds 


in 19 Oklahoma towns! 


ELEVISION, to more than 120,- 
000,000 persons in the United 
States, is still something they have 
only read about; 120,000,000 Ameri- 
cans have never seen television work. 


The people of Oklahoma, however, 
have had two opportunities in recent 
years to see television in action; both 
were sponsored by WKY. With the 
exception of the few areas in which 
television is now on the air, more per- 
sons in Oklahoma today have seen 
television in the flesh than in any other 
state in the Union. 


WKY sponsored its first television 
show in Oklahoma City five 
Fifty thousand persons saw this dem- 
onstration in five days. 


years ago. 


Last November, WKY took its 
second Television Show on a tour of 
19 Oklahoma towns, played 31 per- 
formances in 23 days to 41,000 per- 
sons who bought War Bonds to gain 
admission. Two standard RCA tele- 
vision receivers reproduced the action 
picked up by the television camera on 


the stage. 


Listeners have come to expect WKY 
to lead the way in improving service 
and introducing new _ transmission 
techniques in Oklahoma. 


One of the prime purposes of the 
tour, in addition to boosting the Sixth 
War Loan and giving Oklahomans a 
peek at television, was the introduc- 
tion of WKY’s new quarter-million 
dollar transmitter with its unique 915- 
foot antenna, on display in scale 
model, 


With this new transmitter in opera- 
tion, WKY will reach out to make 
more Oklahomans familiar with and 
regular listeners to its programs than 
ever before. 


Twenty-five years of continuously 
improving its service and facilities 
have established WKY firmly in the 
esteem and listening habits of Okla 
homans. That's why when Oklaho- 
mans think of radio, they invariably 


think of WKY. 


WKY’S TELEVISION CARAVAN carried a staff of 17 persons including talent, engi 


neers, 


stage hands, drivers and publicity men. 


The caravan is shown here at the start 


of the 23-day tour in front of Oklahoma's State Capitol. 


above, the new 
first time. 


Municipal auditorium overflowed for the 


EXPERIMENTA} 
TELEVISION 
EQUIPMENT 


| 1 i ' es 


AN HOUR-LONG SHOW featuring Roberta Hollywood, 
“First Lady of Television”; Sidney R. Montague, former 
Northwest Canadian Mountie, world traveler and lecturer; 
Wiley and Gene, longtime favorite comedy team of WKY 
listeners; and local celebrities were televised from the stage 
and viewed by the audience in two standard RCA Tele- 
vision receivers located at strategic points in the auditorium. 


WwW 


OWNED AND OPERATED BY THE OKLAHOMA PUBLISHING CO 
The Daily Oklahoman and Times - The Farmer-Stockman 
KVOR Coiorado Springs - KLZ Denver (Affiliated Mgmt.) 
REPRESENTED NATIONALLY BY THE KATZ AGENCY INC 
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32 
Joins Bridge Agency 


Nelson W. Sieber, for 20 years 
advertising manager of Conti- 
nental - Diamond Fibre Company, 
Newark, Del., has joined the Harry 
P. Bridge Company, Philadelphia 
agency, where he will continue to 
service the Continental-Diamond 
account. 


CBS Promotes Karol 


John J. Karol, CBS assistant 
sales manager since 1943, and 
market research counsel for the 
network since 1939, has been 
appointed network sales manager, 
succeeding Leonard F. Erikson, 
who resigned to join Batten, Bar- 
ton, Durstine & Osborn, New York. 


NEVER LETS , 
@ YOU DOWN: 


CENTRAL OHIO'S ONLY 
CBS OUTLET 


Opens Tralmer Sales 

Leonard S. Tralmer, head buyer 
for field ration supplies at the Chi- 
cago Quartermaster Depot, has re- 
signed to form Tralmer Sales 
Company at 221 N. La Salle St., 
Chicago. 


Heads Darling Promotion 

Walter G. Dieter, with Libbey- 
Owens-Ford Glass Company, To- 
ledo, for the past eight years, has 
joined Darling Valve & Mfg. Com- 
pany, Williamsport, Pa., as sales 
promotion manager. 


.7 * ’ 
Plans ‘Plastics Buyer 
First edition of Plastics Buyer, 
published by Cleworth Publishing 
Company, New York, will be 
issued in March, 1945. The publi- 
cation will list consumer plastics 
products and their manufacturers 
and selling agents. 


Miller Joins Ecko 

Ben F. Miller, formerly with 
Booz, Allen & Hamilton, consult- 
ant management organization, 
New York, has been appointed 
divisional sales manager of Ecko 
Products Company, Chicago. 
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GAIN AND LOSS PERCENTAGES - 52 CITIES 


NOVEMBER 1944 - 1943 LOSS GAIN 

CLASS|F 1CAT1ONS 30 20 10 0 10 20 30 
RETAIL 3.0% on 

Generar 3.0 ——e 

AuTomoTive “17.9 AEF RE RT em 

FINANCIAL 20.6 

Total DisPLay 2.4 Cal 

CLASSIFIED 6.6 epee 

TOTAL ADVERTISING 0.5 . 

DEPARTMENT STORES -3.0 _— 


JANUARY | = NOVEMBER 30, 1944 - 1943 


ReTaie “1.4 la 
GENERAL 1.8 = 
AUTOMOTIVE 0.4 , 
FINANCIAL 2.5 ~ 
Total DisPLay -0.5 q 
CLASSIFIED 8.0 —— 
TOTAL ADVERTISING -2.3 see 
DEPARTMENT STORES -5.9 ores 
w” 20 10 i) 10 20 30 


NOVEMBER COMPARISON—Media Records’ measurement of newspapers in 

52 cities shows the financial classification again ahead, with a gain of 20.4 

per cent over November, 1943. The sharpest decline was in the automotive 

field, with a loss of 17.9 per cent, compared with November last year. In 

the Jan. I-Nov. 30 period, losses overbalance gains, with total advertising 2.3 
per cent below the I!-month period of 1943. 


“TIL Sue!” 


“Like Plucking Out 
My Right Eye” 


ODERN 


. the only ABC plastics paper 
. the authority on the subject 
. the established institution in its field 


LASTICS 


. one of America’s great industrial publications! 


MAGAZIN 


. 


Of Modern Plastics’ 10,580 subscribers, nearly 
all answered a recent questionnaire to deter- 
mine into what new fields of industry war pro- port. 
duction had directed them. The survey was 
presented on the basis that the information 
was needed in order to allocate available 


copies of Modern Plastics among those who 


had subscribed to it. 


Of this large group, less than 100 reported 
that they could do without Modern Plastics for 


the duration of the war. 


Sample reactions ranged anywhere from the 
man who wanted to sue us because he thought 
we were breaking our contract to fill his sub- 
scription, to the man who pleaded “Taking 


away Modern Plastics would be like plucking 


out my right eye.” 


The lessons for advertisers are obvious. Modern 
Plastics subscription list is packed with men of 
fervent interest—100%. There is no padding 
and no waste. The individuals are all execu- 
tives, the companies important. They pay a 
considerably higher price for Modern Plastics 
and they refuse to give it up. Modern Plastics’ 
more than 400 consistent advertisers can tell 


you just how effective this reader interest is in 


terms of results. 


PUBLISHED BY MODERN PLASTICS, 
122 EAST 42nd STREET, NEW YORK 
Chicago * Washington »* 


MEMBER AUDIT BUREAU 


Cleveland « Los Angeles 


Kenner Predicts 
Postwar Frauds 


New York, Jan. 2.—A rash of 
postwar merchandise and security 
frauds was predicted last week by 
H. J. Kenner, general manager of 
the Better Business Bureau of 
New York City, in his annual re- 


“Although there is no limit to 
the number of innovations that 
may be tried,” he said, “we be- 
lieve these rackets will fall in four 
main directions: in fraudulent 
securities transactions, spurious 
land-selling schemes, fake promo- 
tions of so-called new inventions 
and enterprises, and in deceptions 
attending bargain sales of surplus 
war goods.” 

To combat such plans the bu- 
reau will expand its facilities in 
1945, and is seeking to obtain fromm 
New York business, financial and 
publishing interests an emergency 
fund for a three-year period. 

In 1944, Mr. Kenner pointed out, 
“advertising standards generally 
were maintained at a high level.” 
The bureau this year handled 
13,000 inquiries and complaints. 


Geartner to Electronic 


Jack Geartner, formerly with 
Emerson Radio & Phonograph Cor 
poration, New York, has been ap 
pointed sales manager of the Elec 
tronic Corporation of America 
New York. 


Rodkin Agency Moves 
Sander Rodkin Advertisin 
Agency, Chicago, has moved i N A) 
offices to 50 W. Randolph St. \ it 
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yes 
tisin ‘ 
ved it \* ANNUAL MARKET for 175,000 personal aircraft 
St. 


in the first post-war decade? Yes, according 
0 William A. M. Burden, Assistant Secretary of 
ommerce. 


JUT: That market cannot materialize until Amer- 
ica has adequate landing facilities; airports, air- 
Ag@aarks, flight stops, and air-harbors. Actually, plans 
G@aeor the sale of at least 125,000 personal aircraft in 
G he first two years after the war, and for the pro- 
a luction of 400,000 aircraft in the first ten post-war 
ae) ears,are contingent on immediate and tremendous 
ae expansion of airports and fixed-base maintenance 
facilities. 


During the war years, American production meth- 
ils have made this country the world’s leading 
builder of planes. This leadership must not be lost. 
Already the aviation industry is geared to high 
peacetime output of airline, commercial and pri- 
vate planes. But all this means nothing, unless the 
) éviation industry increases its ability to keep 
lines safely in the air by caring for them on the 

| §round. In planning a billion dollar program of air- 


| Mer TS a 


4 deialion Main 


SALES: $390,000,000 ANNUALLY 
SERVICE: ? 


port construction and improvement the Civil Aero- 
nautics Administration has recognized the fact 
that the threat to aviation’s future in this country 
lies almost entirely in lack of ground maintenance 
facilities. Thousands of new machine shops must 
go up. Hangars must be built. Landing facilities 
must be constructed. Thousands of other needs 
must be met. 


With these facts before you, is it not clear as day- 
light that aviation’s big post-war market is not in 
aircraft production alone, but is principally in this 
expansion of airports and fixed-base maintenance 
facilities? And is it not equally as clear, that the 
magazine edited to reach and sell the key men who 
operate these facilities, should be number one on 
your advertising schedule? 


Aviation Maintenance is this magazine. It is pub- 
lished exclusively for the men who will operate 
these airports, maintain and service these thou- 
sands of post-war aircraft. To reach “these men 
who make the market,” Aviation Maintenance is 
your buy. 


tenane 


' 


e A constant flow of first-hand, up-to-the-min- 
ute information reaches our editorial pages by 
means of our 4-place Stinson Reliant, piloted 
by R. C. Blatt, well-known airport and aircraft 
engineer, formerly of CAA and now Aviation 
Maintenance technical editor. In the past 3 
months alone, many trips have been taken by 
editorial executives to bring back last-minute 
developments on airport and aircraft main- 
tenance and operations for our 16,000 primary 
reader circulation. 


Another Conover-Mast Publication 


205 East 42nd St., New York 17; 333 North 
Michigan Ave., Chicago 1; Leader Puilding, 
Cleveland 14; Duncan A. Scott & Co., West 
Coast Representative, Mills Building, San 
Francisco 4, Pershing Square Building, Los 
Angeles 13. 
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Form De Sax Agency 


De Sax Advertising Company, 
San Francisco, has been formed to 
handle advertising of Sterling 
Furniture Company, San Fran- 
cisco. Principals are D. J. Des- 
mond, W. O. Saxe, Minnie Bunster 
and H. A. Saxe Jr. 


JAMES A.GREIG & ASSOCIATES, INC. 


407 SOUTH DEARBORN ST. CHICAGO 5, ILLINOIS 


Dog Food Buyers 
Becoming Horse 
Meat Consumers 


Chicago, Jan. 3. — Quick-frozen 
horse meat is steadily gaining a 
following in the U. S. among hu- 
man consumers, according to rep- 
resentatives of the Hill Packing 
Company, Topeka, Kan., whose 
product, “Hill’s Horse Meat,” is 
being placed in all principal cities 
for distribution from frozen-food 
outlets. 

George Kallish, sales director 
for the Hill Packing Company in 
the Chicago area, declares that 
Americans who purchase the meat 
product for their dogs, have taken 
to eating the product themselves 
“because it looks so good.” He 


| 


pointed out that many foreigners 
in America are accustomed to 
horse meat because of European 
eating habits, and have for many 
years preferred the “sweeter than 
beef”? horse meat in this country. 
Hill’s itself, since 1907, has been 
shipping large quantities of horse 
meat to Siberia, Greece and other 
countries, as well as being a major 
supplier of horse meat to Ameri- 
can mink farms, dog kennels, zoos 
and aquariums. 


Predicts Postwar Boom 


Mr. Kallish predicts a boom in 
horse meat consumption by hu- 
mans following the war when bet- 
ter distribution, more freezer 
stores and publicity about the 
goodness of horse meat are more 
general. He said those who now 
eat horse meat relish its flavor, 
and declared, “Horse meat steak 
is a delicacy. It is sweet and 
tender, and its use in sausage and 
as a meat stock is more prevalent 
than many people realize.” 

More than 200 freezer stores in 


the Chicago area now handle the 
product, he said, pointing out that 
all of the stores are in the “bet- 
ter’? neighborhoods. The package 
is sold at an average of 19c per 
pound. 

In Hill’s new distribution set- 
up, packaged units of from one to 
three pounds are being sold in 
grocery and drug stores as well as 
meat markets. They are supplied 
directly from cold storage plants. 
From the amounts sold, Mr. Kal- 
lish estimates that a sizable 
amount is being eaten by its pur- 
chasers. He emphasized that the 
product has been placed in stores 
only in the ‘better neighborhoods 
and suburbs, and declares, “It’s 
these better-class people who are 
eating it.” 


Permanent Changes Likely 


With canned dog foods not com- 
peting in the market at present, 
meal-type dog foods lead in sales, 
but even when the canned dog 
foods return, Mr. Kallish declares 
that dog owners are likely to pre- 
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cance to America’s reading public. 


PICTORIAL REVIEW 


Represented Nationally by 
HEARST ADVERTISING SERVICE 


Herbert W. Beyea, Manager 


BALTIMORE 
PirTSBURGH PHILADELPHIA 


Los ANGELES 


BOSTON 


.4'4, OF SIGNIFICANCE .....10 
mB AMERICA’S READING PUBLIC 


Regularly Appear tn 
PICTORIAL REVIEW 


_ a passing parade of the best art and editorial talent 
available, PicroRIAL Review sparkles with a variety in 
features of interest to the entire family. It provides amusement 
and enlightenment every week for the more than 5,000,000 
families who are readers of the great Hearst Sunday News- 
papers through which PicToRIAL REVIEW is distributed. 
The names of its regular contributors are names of signifi- 


What Millions Find in Each Issue 


Among some of the many features now appearing in 
PICTORIAL REVIEW are—big news events of the day, drama- 
tized in drawings by renowned artist-reporters... entertaining 
articles by America’s best-known humorists, with pictures by 
top-notch illustrators...sophisticated humor by famous car- 

toonists...news of stage and screen, highlighting the glam- 
orous personalities of the theatre and the movies, by eminent 
drama critics and Hollywood’s most noted commentators. 
The tremendous reader-interest aroused by such editorial 
content is providing advertisers with an effective medium to 
reach and influence millions of consumers in 9 of the nation’s 
rich, responsive sales areas. Through the pages of PICTORIAL 
REVIEW, with space in FULL CoLor or black-and-white, ad- 
vertisers can direct their message to one-third of the total U. S. 
sales potential as a single unit. 


CHICAGO 
LARGO (FLA.) 
SEATTLE 


HEARST ADVERTISING SERVICE MAN ) for 
n regarding this GREAT NINE MARKET BUY 
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fer the frozen horse meat. Or. the 
other hand, E. M. King, pres. jen; Vid 
of Gaines Dog Food Comp iny 
New York, said recently,  y;, P C 
one knows for sure whet ie; 0 


canned dog foods will ever re aj, 
the place they formerly occu. ica 
Frozen dog foods are another 
tor whose place in the pos 
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world is difficult to appraise.” pis oF 

Hill’s advertising has been im. ?°™ 
ited to some trade publication: angfr° 1 
dog raising journals. Its pri en;fg? 
quick-freeze store campa g,™pe°? 
merely uses window posters. T \es¢ 7 


describe the product as “Insp¢ °teg 
and passed by U. S. Departiien; 
of Agriculture 100% pure 
boneless red muscle meat... very 
little fat . . . chopped, packed an; 
quick frozen while strictly fresh, 
... Fit for human consumption 
Ration Free.” The Hill product j; 
not specified as a dog food. 
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Dailies, Radio 
Drive Promotes 
Del Monte Coffee 


San Francisco, Jan. 3.—Featur- 
ing a series of cartoons illustrat- 
ing the hunt for good coffee, Cali- 
fornia Packing Corporation is con- 
ducting a 13-week, 13-state news. 
paper and radio campaign for its 
Del Monte coffee. 

Daily newspapers are being 
used in 37 cities located in New 
York, New Jersey, Pennsylvania, 
Maryland, Ohio, Indiana, Illinois, 
Michigan, Kentucky, Texas, New 
Mexico, Oklahoma and California, 
Sixty-three radio stations will be 
used in 30 of the cities, and at- 
tractive display material and 
posters have been sent to dealers 
to tie in with the promotion. 

Headlines, representing the pert 
questions of a whimsical little man 
who appears in each ad, lend 
themselves to amusing cartoon 
situations. “What’s that!’’ asks the 
little man; “You’re on the trail of 
a better coffee?” or “What’s that! 
Hubby wasn’t happy with his 
coffee this morning?” 

McCann - Erickson, 
cisco, is the agency. 
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San Fran- 


Brilant to RKO Post 


Arthur M. Brilant has been ap-fi 
pointed manager of the special 
features service division of the 
advertising and publicity depart- 
ment of RKO Radio Pictures, New 
York, succeeding Charles Levy, 
who becomes publicity director of 
the New York office of the Walt 
Disney organization. 
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Or. the . 
res cif Video Ready But 
'’ \ofiPoor Ad Medium, 
Bp KC aln 
cc. {McDonald Asserts 
oh “Hi Chicago, Jan. 2. — Continuing 
Lys Var yne-man crusade against the 
<a premature” release of television 
Sos it) the public, Comdr. E. F. Mc- 
“ Donald Jr., president of Zenith 
ibe ~ . gad.10 Corporation, told ADVERTIS- 
ms "| © live AGE last week that clear think- 
asp: , “Ming about television is needed 
Sat “dHiow to avoid the loss of confidence 
% ure would result from another 
a un Halse start. He warned the adver- 
ae “'Yfiising industry that because tele- 
y fi yp gvision 1s “show business,” it “will 
tion ever make a material bid for the 
oduct :meov' rtiser’s dollar, any more than | 
d ‘Sithe movies did,’ and said that 
: jabor and government should not 
elieve reports that 4,600,000 new 
jobs will be created by the indus- 
$f 
“Technically television is ac- 
2S eptable,”' he said, emphasizing 
hat because of this fact, the eco- 
fee momic problem of television has 
| peen consistently ignored by those 
-Featur-Mwho say “‘We didn’t know how to 
llustrat-f—pay for radio when we first started 
ee, Cali- @ roadcasting.” 
1 is con-™ “Television is different from 
fe news-fanything we have known before,” 
1 for itsfMhe declared. “The economic prob- 
lem seems to resolve itself into a 
» beingfHvicious triangle—advertisers can’t 
in New §profitably sponsor good television 
sylvania, productions until there is a mass 
Illinois, audience. We can’t get a mass 
as, NewfMaudience until we provide enter- 
lifornia, #tainment pleasing enough to stim- 
will beffulate buying of receivers by the 
and at-Mmillions. And that kind of enter- 
al andf#tainment can’t be provided for a 
_dealersMflong enough time to build the 
on. audience, because there are no 
the pertMtelevision producers financially big 
ttle manf¥enough to pay for it.” 
id, lend He declared that the same eco- 
cartoonf#nomic problem that faced televi- 
asks theffsion at its inception in 1928 con- 
trail offfronts it today. He said those who 
it’s that! ignored this factor are “economic 
vith hisffostriches,” and recalled that when 
in 1938, Radio Corporation of 
1. Fran-@America announced that television 


was ready, he decried their move 
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then for the same reason that he 
does now. He pointed out that 
radio made more progress in one 
year than television has in 15. “To 
succeed,” he said, ‘“‘television must 
provide programs that at least 
equal the movies in entertainment 
value.” 

Zenith’s experimental television 
station, W9XZV, has been on the 
air longer than any other U. S. 
television transmitter, he asserted, 
yet Zenith never sold a video re- 
ceiver because “we did not believe 
a purchaser would get his money’s 
worth in entertainment.” Recently 


the FCC granted Zenith 


mental 
mitter. 


color television 


Promotion Men Elect 


Hazen H. Morse, promotion 
manager of the New York World- 
Telegram, and Sydney Loewen- 
berg, promotion manager of the 
New York Journal - American, 
have been elected president and 
secretary - treasurer, respectively, 
of the New York Promotion Man- 
agers Association. 


a con- 
struction permit for a new experi- 
trans- | 


Rejoins Magnavox 

L. H. Bushnell has been ap- 
| pointed San Francisco district sales 
/manager of the radio-phonograph 
division of Magnavox Company, 
| Ft. Wayne, Ind. He served in a 
'similar position until suspension 
of civilian production of Magnavox 
radio-phonographs in April, 1942. 


Stanley Cards in ‘SEP’ 
Stanley Mfg. Company, Dayton, 

O., will use a series of small-size 

advertisements in The Saturday 
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Evening Post during 1945 to pro- 
mote Stanley greeting cards for 
|every occasion. The campaign will 
supplement present use of space 
in 27 major newspapers. 


SIGNS OF LONG LIFE 

FOR QUANTITY BUYERS 

THE ARTKRAFT* SIGN CO. 
Lima, Ohio, U.S. A. 


The World's Lorgest Manufacturers of 
All Types of Signs 


Upwards of 2,500 of America’s foremost home build- 


ders, the largest builder gathering in history, will come 
to Chicago the week of January 15 for the big Home 
Builders’ Exposition at the annual convention of the 


National Association of Home Builders. 


First event of its kind, the exposition follows logi- 
cally the Association’s successful nationwide 1944 cam- 
paign of debunking the fantastic miracles loosely 


predicted for the postwar home by uninformed writers. 
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This campaign told millions of people the practical 


truth about the postwar home. 


But if there are no fantastic miracles in sight there 
are practical miracles, practical advancements in home 
materials, equipment and home design. In its own 
campaign of debunking, begun more than two years 
ago, this is what PRACTICAL BUILDER has pointed 


out and this is what these 2,500 practical builders are 


coming to see at the exposition. 


This too is what these 2,500 and nearly 50,000 addi- 
tional builder readers will see in the big January 
Market Place Issue of PRACTICAL BUILDER. New 
and improved materials, equipment, methods — the 
NEW THINGS that will make the practical miracle 
postwar home a reality—all these are wrapped up in 
one big package in PRACTICAL BUILDER’s January 
Market Place Issue for all the nation’s important 


builders. 


The nation looks to building to spearhead our post- 
war civilian recovery. And the nation’s builders—the 
men who are going to do the building that all the 
talking is about—look to PRACTICAL BUILDER for 
the guidance and help they will need to transform 


today’s dream homes into tomorrow’s practical realities. 


The January Market Place Issue of PRACTICAL BUILDER 


read by some 50,000 of the nation’s top builders. 


HOME BUILDERS 
EXPOSITION 


© | NATIONAL ASSOCIATION 
~*~) of HOME BUILDERS 
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Fitst advertisement jp 
a series to show why 
“Lincoln Land” folks | ike 
Prairie Farmer-WLS 
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For several months, Ervin Lewis has been at the European battle — 
fronts as Prairie Farmer-WLS war correspondent, seeking out men Rollist 
and women from “Lincoln Land.” Talking with them, he wrote their ne 
stories for publication in Prairie Farmer, transcribed and short-waved 
their interviews for broadcast on WLS. 

To the loved one of every man he talked to, Prairie Farmer-WLS 
telegraphed or phoned a message that all was well with their son... 
husband ... brother. To them also went a copy of the script or story, 
a recording of the interview. Overseas, Lewis was a tie to home and 
family, the “old familiar’ from happier, peaceful days, as shown by 
this letter to Mrs. F. B. Aten of Peoria, Illinois, from her son, Pfc. 
Forrest G. Aten, somewhere in Luxemburg. From hundreds of other 
appreciative letters, we know that Prairie Farmer-WLS has performed ! 
a service not for these few families alone, but for all “Lincoln Land.” 
Here’s another instance. A Chicago wife wrote: 

“T can’t tell you the thrill and happiness your broadcast gave us. 
We called everyone we knew to listen. My brother at school had the 
whole school listen. We called relatives in Gary. For hours I was 
unable to leave the phone. Strangers kept calling...a pullman 
porter, a small boy, a women who has a son overseas... to let me 
know of the broadcast. I want to thank you again!”’ 
= This is but one example of why the people of “Lincoln Land” like.” 
> Write for a complete report on t hy “Lincoln Land" folks Prairie Farmer-WLS: Because we share their daily living, Striving Bnd lu 
Me like 15: a booklet soon to be published. Prairie Farmer-WLS, ways to make it happier and easier. We live close to them; we have 
mee 1230 Washington Boulevard, Chicago 7, Illinois. their confidence... and that is why Prairie Farmer and WLS, used 
as a team, get results! 
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ERVIN LEWIS 
in Paris 
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6 Ought toKuow . 


It wouldn’t be quite true to say that 
Rob. rt E. Lusk pressed suits so care-ful- 
ee ‘nat now he is vice-president of Ben- 
on & Bowles. Actually, Bob never did 
ne pressing himself. He left that to others 
ind did the contact 
ork, eollecting suits 
or a Yale students’ 
yit-pressing company 
ff which he became 
president in his senior 
rear 
He also waited on 
able for three years, 
erving such celebrities 
s Chester J. LaRoche, 
hen a football player 
nd now vice-chairman 
yf the Blue Network. 
Born in New London, 
onn., 42 years ago, in 

family of limited 
means, Bob Lusk got to Yale via a schol- 
rship, which he won in competition with 
ne whole State of Connecticut. But that 
helped him only the first year. He 
nrolled in Sheffield Scientific School, in- 
ending to become a mechanical engineer 
only to discover that he was bad in 
nathematics and good in English. 

Graduated in 1923, he went to work 
riting copy for a mail-order agency 
alled Ruthrauff & Ryan, down on 
ourth Ave., New York. One day in 1926, 
oming in to New York on a train from 
stamford, he met Richard Compton. Soon 
hereafter, Bob went to work with the 
Blackman Company (now Compton Ad- 
ertising, Inc.) as assistant to Mark Wise- 
man on the Ivory soap account. The job 
was mostly legwork, plus a little writing, 
nd lasted two years. 

He then spent five stimulating years 
n the R. H. Macy setup. Under Kenneth 
ollins, vice-president, he became Macy’s 
dvertising manager, and, in 1931, Macy’s 
ent him to its affiliated store, L. Bam- 
erger & Co., Newark, as director of 
dvertising and publicity. When Collins 
noved from Macy’s to Gimbel’s, and Paul 
ollister succeeded him at Macy’s, Lusk 
tarted the first of his two terms with 
Benton & Bowles. 


R. E. Lusk 


oe ROBERT E. LUSK 


He became one of Atherton Hobler’s 
two assistants on the General Foods ac- 
count and spent almost ail of his eight 
years there in that capacity. He later 
worked on the Colgate-Palmolive-Peet 
account after James S. Adams became 
executive vice-president of C-P-P. When 
the new Ted Bates, Inc., agency started 
with part of C-P-P, he joined them, in 
the spring of 1941, as executive vice- 
president. 

A year later Adams moved back from 
Jersey City to New York to become presi- 
dent of Standard Brands, Inc., and Ed- 
ward H. Little, president of C-P-P, asked 
Lusk to serve as vice-president in charge 
of advertising and merchandising of his 
company. 

At Colgate, Bob Lusk completely over- 
hauled the company’s advertising pro- 
gram. He switched the Palmolive soap 
account from Ward Wheelock Company 
to Bates, and Super Suds from Sherman 
& Marquette to Williams Esty & Co. He 
introduced the now-famous ‘“14- Day 
Palmolive Plan,” which appears to have 
established a new trend in beauty soap 
advertising. Another innovation was the 
“Floods of Suds from Super-Suds’? spot 
radio campaign, which, for the past two 
years has been coming out of radios all 
over the country, night and day, and 
which established Bob as one of the big- 
gest users of spot radio in the businéss. 

His appearance on the Pedlar & Ryan 
scene in January, 1944, was a bombshell 
to some of the other principals of the 
agency who had not been consulted by 
Ryan. Inside of a few months, several of 
them pulled out with the agency’s part of 
the Bristol-Myers advertising, and, last 
June, formed Doherty, Clifford & Shen- 
field. On Oct. 15, Lusk sold out. 

Now Bob is back at Benton & Bowles, 
where he spent the eight years preceding 
1941. For the time being, he is simply 
renewing old friendships and catching up 
on the rapid expansion which has taken 
place at B&B in the last couple of years. 
Later on he may have specific account 
responsibilities and he’ll probably put his 
talents and broad business experience to 
work on prospective new accounts. 


lhe Pay- Off NEWS AND VIEWS OF MAIL ORDER iniiiiaie 


n this department, basic principles which have proved their value in mail 
brder advertising—and which are equally important to the advertiser who 
poes not seek direct inquiries or orders—will be reviewed and discussed from 
eek to week. Pertinent case histories, queries and comments from readers 
re invited. Whenever possible they will be answered here. 


BY ELON G. BORTON 


Advertising Director 
La Salle Extension University 


One of the most fascinating mailings 
lat came to my desk this holiday season 
as the mailing from the Blue Goose 
rechards of Medford, Ore., offering for 
ly own home and for my Christmas list 
askets or boxes of “Fabulous Fruit” or 
rest Clusters. 
Contravening the usual practice of di- 
ect mailings, this had no letter from the 
der tome. But it did contain a repro- 
uced testimonial letter from a pleased 
ustomer, an 8 page (7” x 10”), four-color 
ook.et with enticing pictures of the fruit 
nd -lusters, an additional four-color sheet 
elli.g the “Fruit of the Calendar Club,” 
WO very complete order blanks and a re- 
n postage-prepaid envelope. 
The printing, the use of color and vari- 
of type faces, and the layout are 
Mus ially good. Testimonials are clev- 
"ty spotted through the brochures — an 
tant factor for a product of this 
bought at a distance. 
As the illustrated reverse side of one 
't'e order blanks shows, the mailing 
full advantage of the imaginative 
jilities of both the gift idea and the 
“Blue Goose.” This whimsical touch 
‘> Blue Goose was carried effectively 
‘ rough the mailing. 
This the center spread of the booklet 
“rs a pen-and-ink sketch of three blue 
*s drawing Santa Claus in his sleigh 


nd 


¢@ on the back page a similar spot 


sketch of two geese singing from a book 
of Christmas carols. One description 
starts, “Our cunning little Blue Geese 
really outdid themselves to build such a 
handsome gift as this’ and another adds 


way! 
poate YD | 


“Mother Goose and Papa Gander and all 
the little goslings say.” 

The copy made you almost taste the 
fruit or see the clusters. Thus—‘‘These 
pears are of exquisite flavor, creamy in 
texture and dripping with sweet, fragrant 
juice. A half pear can be eaten at the 
table with a spoon or served as a de luxe 
salad (simply superb with a touch of 
Roquefort cheese).” 

The Fruit o’ The Calendar Club is a 
new idea to me but it sounds like a good 
one. Nine mailings a year of boxes of 


emmamedetina 


fruit fitting the particular month for your 
own home or some friend—that should 
appeal to many. Apparently adapted from 
the Book of the Month Club idea, it may 
suggest a similar idea for other products. 

Back of the success of this campaign 
(well over a million dollars gross this 
year) is a dramatic story of belief and 
persistence in an idea. As told by Gor- 
don R. Green, division manager for Blue 
Goose Orchards, 200 personal letters were 
first sent out nine years ago resulting in 
orders for 50 gift boxes. This year a half 
million brochures (apparently the one de- 
scribed here) were mailed in October 
and November and a _ quarter-million 
two-page brochures to all members of the 
Fruit o’ The Calendar Club and other cus- 


tomers. In June and July, another quar- 
ter-million mailing is planned. Magazine 
and newspaper advertising is also used 
to supplement the direct mail campaign. 

In between these two extremes were 
nine years of patient, dogged effort on 
the part of one man to overcome red ink 
entries. But the success proves again 
that a good product effectively presented 
can be sold in mass quantity by mail, 
even against seeming obstacles, It illus- 
trates also how mailings for certain 
products can use highly imaginative de- 
scription and attractive physical appear- 
ance while others like that for Kroil (re- 
cently described in the Pay-Off) need 
matter-of-fact copy and only a _ very 
simple makeup. 


lhe Creative Wan Corner 


It may be, as some hold, that a single 
Starch report gives no more than an in- 
dication of the reading of a given adver- 
tisement, and no indication whatever of 
its selling power. 

We remember an instance of several 
years ago when a certain advertisement 
produced more requests for a featured 
premium (at ten cents and two box tops) 
than it had readers, as calculated on the 
basis of the Starch report. And no one 
has ever been able to establish any con- 
stant ratio between the reading figures 
and coupon returns. 

Nevertheless, there are some _ things 
about advertising that the Starch studies 
make abundantly clear and it is amazing 
that one, at least, can continue to be so 
frequently overlooked. 

This is the continuing close ratio in the 
reported reading of headlines and signa- 
tures. It is a rare advertisement, indeed, 
in which the signature is not reported 
next best read to the headline and usually 
the difference in the number of readers 
is very small. 

The reason is not obscure. The signa- 
ture is the authority and frequently the 
reason for the headline. Still, there are 
dozens of campaigns, hundreds of adver- 
tisements, appearing currently in maga- 
zines and newspapers in which this tie- 
up is completely disregarded—where the 
thought in a headline is so remote from 
the reader’s experience with the product 
advertised, or with the advertiser himself, 
as to make the advertisements almost 
without logical appeal. 

A recent full-page, full-color advertise- 
ment which appeared in a wide list of 
magazines is a case in point. The illus- 
tration shows a cereal bowl in which is 
depicted a field of grain under harvest 
with a threshing machine. The headine 
is The Bowl With the Wheat Field in It. 
And there follow some 200 words of text 
above the signature—W. K. Kellogg. 

The trouble is this is not an advertise- 
ment for the house of Kellogg—which 
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must naturally be associated by most 
people with corn flakes (which surely 
does not have anything to do with wheat 
fields) but for Kellogg’s Pep, which, be- 
ing a wheat product, just as surely does. 

The result in the Starch reports is clear. 
Practically everyone who saw the adver- 


The Bow! with the Wheat Feld in it 


' 


The Grains are Greot Foods HA Kathy 
tisement read the headline and the sig- 
nature and practically everyone 
stopped reading there. 

Without arguing the appetite appeal in 
a picture of a wheat field, it is obvious 
that such a headline calls for an explana- 
tory signature and/or a product package 
—in this case a package of Pep. Since 
it has neither, this advertisement not 
only fails to attract any large number of 
readers, but also throws away the chance 
that every product advertisement should 
have to make a point with even the most 
hurried observer. 

The failure to make the signature of 
an advertisement complete the headline 
thought (where no product is mentioned 
therein) is a serious one and it is illus- 
trated many times in the Starch reports. 
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Liggett Boosts Helmer 

C. E. Helmer, Ontario district 
sales manager for Louis K. Lig- 
gett Company, Toronto, chain 
druggist, has been appointed sales 
manager. 


Telechron Promotes 

Roy W. Johnson, general sales 
manager of Warren Telechron 
Company, Ashland, Mass., has 
been promoted to vice-president 
and a director. 


Form Adcratt in L.A. 


Formation of Adcraft, Inc., Los 
Angeles, to take over printing and 
distribution of the Los Angeles 
Down Town Shopping News has 
been announced by its three joint 
owners, the Los Angeles Down 
Town Shopping News Corporation, 
Time, Inc., New York, and Wood- 
worth Clum and W. B. Clum, offi- 
cials of the corporation. Adcraft 
also holds contracts for the print- 
ing of Time on the West Coast. 


NEW YORK OFFICE: 10! Park Ave. 


For Best Results Advertise in— 


“CONCENTRATED” 
NEGRO MARKETS 


yea CHICAGO for your test of America's 
great Negro market. Chicago, with its more than 
400,000 Negro population is covered by the CHI- 
CAGO DEFENDER — largest concentrated A.B.C. 
Negro circulation in the world. 

Write for information: 


GEORGE T. HOPEWELL, 
CHICAGO OFFICE: 75 E. Wacker Drive 


Exclusive Representatives 


Lyon Metal Keeps 
lis Dealer Setup 
Despite Shortages 


Steel Kitchen Cabinets, 
Plastic Products Are 
Planned Postwar 


Aurora, IIl., Jan. 2.—Lyon Metal 
Products, Inc., whose large sheet 
metal plants here and at Chicago 
Heights have been devoted ex- 
clusively since early in the war to 
handling war contracts—and have 
been expanded to produce alumi- 
num airplane parts—has seen a 
serious, and by no means unpleas- 
ant change, affecting its selling 
methods. 

Much to the company’s surprise, 
the war has had the effect of 
greatly abetting, rather than of 
halting, the company’s plans to use 


dealers on an increasing scale. 

Several years before Pearl Har- 
bor, Lyon began using dealers in 
marketing factory equipment, steel 
shelving, lockers, cabinets, and 
shoprobes — the term factory 
equipment describing such prod- 
ucts as work benches, tool stands, 
tool toters, tool boxes, etc. Prior 
to introduction of the original 
dealer plan, Lyon’s salesmen had 
sold direct to industrial plants in 
almost all cases. 


Keeps Direct Selling 


Because a large part of the com- 
pany’s sales. were, and still are, 
engineered to fit the special stock 
room and tool room needs of rail- 
roads, large industrials, and the 
like, the dealer plan did not pro- 
vide for the discontinuance of di- 
rect selling, but a broadening of 
the large Lyon factory equipment 
line, which Lyon salesmen never 
did have time to sell. 

The expectation that dealer sales 
would soon account for the major 


output of factory equipment, 
proved true in less time than was 
anticipated. 


Restrictions on the use of steel 
put a halt to the manufacture of 


The 


Classified brings your trade mark 


right into prospects’ homes 


Brand-conscious America is planning now 
to buy new merchandise. But before pros- 


pects can buy your product, they must be 


able to find your authorized outlets. 


In every telephone home there is a book 
that can help them do so — the Telephone 


Directory, with its Classified yellow pages. 


Arrange to have your trade mark, with local 
outlets under it, listed there. 


In selected directories, in the markets you 
choose, this plan is an important aid to your 
sales. Many of the country’s leading manu- 
facturers have been using it for years. 


For details, call the 


your telephone company. Or see 
Standard Rate and Data, General 
Magazine Section, under “ Tele- 


phone Directories.” 
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HASN'T HAD ENOUGH — Although 
handling some 3,800 war contracts 
Lyon Metal Products, Inc., Aurora 
Ill., continues advertising for more of 
the same. Meanwhile, it is improving 

on its prewar dealer setup. 


many of the items that the dealer 
had begun to handle in volume. 
They were still able to handle 
Lyon factory equipment on pri. 
ority, but they nevertheless felt 
the loss of such items as stee 
shelving, steel lockers, steel cabi- 
nets, and shoprobes. 
Confronted with the possibility 
of losing the momentum of this 
dealer setup program, Lyon of- 
ficials before the war were design- 
ing these products to be made of 
wood, thus providing a line of 
strong, adjustable wood shelving 
lockers, cabinets, and shoprobes. 
They succeeded in makin 
arrangements with large wood 
manufacturers under which Lyon 
designed wood shelving and othe 
products were manufactured. 


Dealers Re-order 
The substitute materials were n 
stop-gap. Dealers and their cus 
tomers liked the product and ord 
ered more and more. Because thd 
product was satisfactorily designe 
and built of the best material; 
complaints were negligible, th 
company says. Dealers are wel 
pleased, because it gave then 
something to sell. 
At present, Lyon itself is filling 
hundreds of war orders and it 


kitchen cabinets, which } 
already being advertised to type 
of dealers who will handle th 
product. Other postwar addition 
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current advertising program ofg'® S0 
full-page, two-color insertions ig’) ha 
Business Week is continuing 1's 4 
hammer the same “We Want Wage'S—A 
Business” appeal. In Factory, Mil The 
and Factory, Purchasing, and othegp®®2nic 
trade publications, both steel facge®4 ad’ 
tory equipment and wood prod hater ig 
ucts are alternated with the wage2@rt o 
product plea used in Busines pf plas 
Week. To date, Lyon has had ap 
proximately 3,800 war contract 
including a prime contract cCr 
portable landing mats, while th@ Anne 
subcontracts range from  bom@e cop 
| sight cases to tank parts. tr Co., D 
One of the postwar lines, alas joi 
ready to go when restrictions agfew Y 
lifted, is a complete line of steefn Ar 
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nclude new products for dealers 
cling the industrial line and a 
of plastic products. 
he marketing emphasis on all 
e postwar lines is that they 
go through dealers, super- 
ised by Lyon territory men. Plans 
de the exclusive marketing of 
in products through dealers, 
Lyon field men assisting and 
rvising dealer operations. 


ARRISON USES COPY 


Chicago, Jan. 3.—To stimulate 
nterest in the postwar steel 
> jtchen cabinets it plans to mar- 


Two Appoint Ellis 


Sheraton Hotel and ~ Western 
Savings Bank, Buffalo, N. Y., have 
appointed the Buffalo office of 
Ellis Advertising Company to 
place their advertising. 


Smith Opens Agency 


Ralph G. Smith, for the past 11 
years with the advertising depart- 
ment of the Tribune - Telegram, 
Salt Lake City, has formed his 
own agency, Ralph G. Smith Ad- 
vertising Agency, with offices at 
235 S. Main St. 


Bonwit to Dunhill 


Walter Bonwit, treasurer of 
Alfred Dunhill of London, Inc., 
and formerly with Bonwit Teller, 
New York department store, has 
been named vice-president and 
general manager of Mary Dunhill, 
Inc., New York. 


Murphy Heads ‘Times’ 
Francis S. Murphy, general 
manager of the Hartford Times, 
and with that paper for 46 years, 
has been appointed publisher of 
the paper, a Gannett publication. 


Azerier Appointed 


Mitchell Azerier, former adver- 
tising sales manager of Republic 
Pictures Corporation, New York, 
has joined the sales staff of Concert 
Program Magazines, New York. 


MBS Promotes Danley 


Torrence W. Danley, former as- 
sistant to George Chambers, sales 
service manager of Mutual, has 
been appointed to succeed Mr. 
Chambers who has joined the net- 
work’s New York sales staff. 
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Bon Ami Appoints 

Bon Ami Company, New York, 
has appointed Export Advertising 
Agency, New York, to handle its 
Latin American advertising. 


PREMIUM COUPONS 
HANDLED 


John a McElwain & Co. 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
S. DEARBORN ST. CHICAGO 


607 


ret, Harrison Steel Cabinet Com- 
pany is running a series of five 
Bjd-line advertisements in the 
hicago Daily News, Sun and Tri- 
une. 

The ads invite readers to call 
hicago headquarters of the com- 
pany or write for details about 
ostwar kitchen planning, as well 
4s a catalog showing the Harrison 
ustom-built models. Although the 


Although 


ontracts 


a, 
7,491,00 


Aurora fompany merchandised these cabi- 4 

more offets on a nationwide basis prewar, 
mprovingmmone is available now. The cur- 3 re 
up. rent limited campaign may be fol- a 
——Mowed by additional advertising in & G $ Y A 
- dealerqgmidyear, ns upon the pro- 

‘Miuction picture. _ ) 

ree Charles Edson Rose Company is 4 eS pe ro ae 
on pri- he agency. = ‘ ‘S 


ess felt 
as stee] 
el cabi- 


SSUES BOOKLET 


Warren, O., Jan. 3.— Mullins 
Ifg. Corporation’s first bid for the 


yssibilitypostwar new homes market was 

of thi™™made this week with distribution 
yon off a new 24-page booklet, “The 

design-(Builder’s Kitchen,” detailing the 
made of™dvantages of Youngstown steel 

line offfkitchens. 

shelvingff The company bases its sales ap- 

robes, peal to home builders on the claim | 

-akinghat they can offer the buying | 

e wood™public modern, steel kitchens at | 

h Lyonffo greater cost; can cut installa- | 


ion and finishing time, and, | 
hrough Youngstown, can have the | 
bdvantage of readily accessible | 
varehouse stocks in all parts of 
he country. 


RDGA and SPI Issue 


nd othe 
red. 


were ni 
leir cus 
and ord | 
‘ause thd } 
| 


des'n“Hiandbook on Plastics 
ble. tha 2°. assist retailers in under- | 
are wel tanding the properties of plastics | 
re thes Ind help them develop postwar | 

onsumer demand for plastic arti- | 

is fillingg’eS, the National Retail Dry Goods | 

and itq@pssociation, in cooperation with | 
sram ome Society of the Plastics Indus- | 
tions iy, has issued to its 6,000 mem- 
nuing ters a retailer’s handbook, “Plas- 
rant Wa ics—A Handbook for Retailers.” 

ory, Mil The booklet explains in non- 
ind othecchnical terms the weaknesses 
teel facgpnd advantages of different plastic | 
yd prodgaterials, and contains a detailed 

the wa hart on rigid and non-rigid types | 

Businesp’ Plastics. 

had ap pate 
-ontract . : . 
tract ofMcCready to Hirshon Vu the Farm and Ranch is Timed to the 
vhile th@ Anne yy tetera formerly with 
n bomfhe copy department of B. Altman | 
:Co., New York department store, Seasons of the Sunbelt Market 
lines, alas joined Hirshon-Garfield, Inc., 
tions agNew York, as account executive 5 UNB ELT a A re BA he A R -s + T FARM AND RANCH covers the complete — 
| re ster =Artistic Foundations, New needs of the Southwest—and it is the 
which igpork. 

to type | ~ one paper that reaches both the farm 
meet th ° F a M E R i i¢ a . and the ranch markets. TIMED to the 
a ] 


The Southwest? No, it’s not just mesquite and cactus—not just oil and sage- growing seasons of the Sunbelt, it has 


brush—cowboys and cattle. It’s a land whose resources are as big in scope what the farmer wants—what the 
rancher wants—when he wants it. FARM 
AND RANCH talks fencing and posthole 
digging when the Sunbelt farmer can 


dig his postholes—not 30 or 60 days 


as its size, as varied as its climate, as rich as its soils. Take vegetables, for 
instance. The Sunbelt Market (Texas, Oklahoma, Arkansas, New Mexico, | 
and Louisiana) produces more than $117,491,000 worth of vegetables yearly. 


That's more income from vegetables than is derived from the combined vege- later when he is plowing his cotton and 


table crops of Illinois, lowa, Indiana, Nebraska, Kansas, and Ohio. And they his corn is knee high. Your advertise- 


th tables early, they grow them late, and they grow them bi ment in FARM AND RANCH goes direct to 
row those vegeta y , 
& 8g ys ¥8 . Y8 8 the Southwestern market—the Sunbelt 


in the Sunbelt—because the growing season is long, the winters are mild, market—the richest agricultural market 


and the soil is rich! | 


ioe. FARM ~» Raney 


52 VANDERBILT AVENUE, NEW YORK...75 EAST WACKER DRIVE, CHICAGO... 
205 GLOBE DEMOCRAT BUILDING, ST. LOUIS... West Coast Representative: SIMPSON- 


| REILLY, LTD., RUSS BUILDING, SAN FRANCISCO... GARFIELD BUILDING, LOS ANGELES 
1 IO-ENGRAVERS. DALLAS. TEXAS 


in America! 
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Magazines, Trade 
Press Scheduled 


for Kohler Drive 


Kohler, Wis., Jan. 3.—Prepar- 
ing for postwar distribution of its 
regular products, which include 
plumbing fixtures, plumbing brass, 
electric plants and heating equip- 
ment, Kohler of Kohler will re- 
lease a nationwide advertising 
campaign early in 1945 through its 
agency, Roche, Williams & Cleary, 
Chicago. 

Among the products to be ad- 
vertised are those manufactured 
for the aircraft industry—aircraft 
valves and fittings. Since the war 


Sell it with MOSS 
PHOTOS 


1,000 lets. No order too ~ 
small or large. Postcards, 
2c. We photograph every- 
thing. 

Super special: 30x49 
giant blowups, mount- 
ed on heavy board, = 
$2.45 each in lots of 10. a 

Write for free samples, price list A. 
MOSS PHOTO SERVICE 


155 W. 46th St., N. Y. C. 19, BRyant 9-8482 


began, the plants at Kohler have 
been producing many other im- 
portant war items, among them 
artillery shells and fuses, aircraft 


piston rings, aircraft valves and 
fittings, and submarine torpedo 
tubes. 


Media to be used in the 1945 
campaign are: American Home, 
Better Homes & Gardens, Field 
and Stream, House Beautiful, 
House & Garden, Newsweek and 
The Saturday Evening Post, in 
which a four-color schedule has 
been arranged. Trade publications 
to be used beginning in February 
are Architectural Forum, Ameri- 
can Builder, Domestic Engineering, 
Engineering News - Record, Exca- 
vating Engineer, Oil and Gas Jour- 
nal, Plumbing & Heating Business 
and Practical Builder. 


PAA Names Dillon 


Thomas Dillon of the San Fran- 
cisco office of Batten, Barton, Dur- 
stine & Osborn, has been desig- 
nated head of a task force ap- 
pointed by Pacific Advertising 
Association to prepare an advertis- 
ing program recruiting civilian 
workers for repair work on Navy 
ships. 


Map Universal Campaign 
in National Magazines 


Full-page four-color messages, 
instead of two-color pages, will be 
used in 1945 by Landers, Frary & 
Clark, New Britain, Conn., manu- 
facturer of Universal appliances, 
in a “‘U’ Plan for Better Living” 
campaign scheduled for the 16 
national magazines which carried 
last year’s “‘U’ Plan for ‘V’ Day” 
promotion. Wortman, Barton & 
Goold, New York, is the agency. 

The schedule begins with Feb- 
ruary issues of Ladies’ Home Jour- 
nal and McCall’s and will continue 
each month in American Home, 
Better Homes & Gardens, Elec- 
tricity on the Farm, Farm Journal 
and Farmer’s Wife, Good House- 
keeping, Guide for the Bride, 
House Beautiful, House & Garden, 
Look, Parents’ Magazine, The Sat- 
urday Evening Post, Sunset and 
Woman’s Home Companion. 


Names J. J. Gibbons 


J. J. Gibbons Ltd., Montreal 
office, has been appointed to 
handle advertising of Jenkins 
Bros. Ltd., Montreal manufacturer 
of valves. 


| Q\ 
$q50° °\ 
YS 
— 
R per P per M 
| 


During the past 5 years, Popular 
Mechanics’ rate per page 
per thousand has never 
exceeded $1.50. 


Pid 


EN WITH HOBBIES HA 


r ” @ Ever stop to think of the thousands 
i _and thousands of keen practical people 
—young and old—who spend millions 

of dollars each year on hobbies. Wheth- 

er these healthy relaxations include 
wood carving, model making, amateur 
radio or lead to complete basement work 
shops, with investments of several thousand 
dollars, they are based on intense enthusiasm. 


nage a 


These enthusiasts have an unusual desire to own 

and those who read Popular Mechanics—over 700,000 

of them—have the means to buy and do buy—not only 

hobby supplies and equipment but clothing, automobiles, 
radios, razors, and everything home folks use. 


For instance, 64.7% of Popular Mechanics readers have home 
workshops. 59.2% own homes. 81.5% carry life insurance. 20.5% 
own boats. 34.7% are skilled workmen and 49.6% earn more than 
$3,000 a year. Analyze these facts in terms of Buyability for your 
products. Best part is, you can buy this better-than-average market 
for less than $1.50 per page per thousand* by buying Popular 
Mechanics—the magazine for mechanically-minded people. Ask 


to see an analysis of our readers to determine their ability to buy 
your product. Popular Mechanics Magazine, 200 East Ontario 


Street, Chicago 11, IIL. 


Circle S Ranch, Cora, Wyo., is the place to reach Jacob L. Isa 
a member of the ad staff of the St. Louis Post Dispatch for 
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past 22 years, and now on a six-months’ leave of absence. Circ! 
a dude ranch belonging to the adman’s son, is 100 miles from 
Teton entrance to Yellowstone Park. . . George R. Nelson, of Le 
ton & Nelson, Schenectady, was godfather at the christenin; 
the baby born to Bob Cragin, former chief copywriter of 
agency, and Mrs. Cragin. Bob, now in the Army, was home on 


lough from California. . . 


Dr. Henry F. Grady, pres. of American President Lines, has b: 


elected pres. of the San Francisco Chamber of Commerce. 
And Ingraham Read, publ. of the Oakland Post-Enquirer, has b 
elected a member of the °45 board of the Oakland C. of C. 


Billy B. Van, human relations 
director of the Fellows Gear 
Shaper Co., Springfield, Vt., is 
back at work after an operation, 
in mid-November, at a hospital 
in Hanover. . 

John H. Perry, owner of the 
Jacksonville Journal, now has 
a book dedicated to him. It’s Dr. 
Sidney Walter Martin’s “Florida 
During the Territorial Days,” 
published by the University of 
Georgia Press, where Dr. Martin 
is assoc. prof. of history. . . 

Kenyon & Eckhardt commer- 
cial writers are going places. 
Ann Brae’s song, “It’s Taps for 
the Japs,” is being sent to all 
U. S. radio stations for use in 
promoting the 6th War Loan, 
and an article on “radio drama” 
by John Matthews will soon be 
published in the Philosophical 
Library’s forthcoming “Diction- 
ary of the Arts.” . . American 
Magazine’s Quarter of a Cen- 
tury Club has three new mem- 
bers: O. W. Doty, eastern ad 
mgr.; Frank D. Turner, south- 
ern rep., and H. E. Cole, St. 


YARDAGE—Lt. 


Col. 


durant, former ad director of Glen. 


more Distilleries, exhibits a4 


945 


Arthur P. Bon. 


lengthy 


"Short Snorter,"’ souvenir of a recent 


trip around the world on which 


he 


visited air forces instailations in every 


field of operations. 


Louis rep. All three were honored at luncheons recently. . . Charles 
W. Hoyt Company, New York agency, has a Quarter-Century Club, 
too, and its three charter members were honored at the company’s 
recent annual dinner. They are: C. B. Donovan, sec’y and media dir., 
who joined Hoyt in 1910; Agnes Smith, with the agency since its 
inception, and Mrs. Marion Wright, there since 1919. . . 

Harry Simmons, Calvert’s director of sales education and trade 
relations, is author of a book just out, titled “Successful Selling for 


the New Day.” Harper is the publisher. . 


. Tad Yeck and Edith 


Charles, of Ewing Hutchinson Co., Chicago publishers’ rep., were 
married at Christmastime, and went to New Mexico on their honey- 


moon. . 


. and Helen M. Mahoney, sec’y to Chicago’s Corporation 


Counsel Barnet Hodes, will be married om the 20th of this month 
to Thomas G. Duggan of the Chicago office of Paul Block & Associ- 


ates. 
Cleary... 


Tom is a brother of Frank Duggan, v.p. of Roche, Williams & 


Ralph P. Hammond, of the ad dept. of Globe-Union, Inc., is the 


new pres. of the Milwaukee Boy Scout Council. 


Russ Risley 


of 


Schuster’s ad dept. serves on the exec. board. . . Les Hafemeister, 
ad mgr. of Weyenberg Shoe Mfg. Co., is on leave to act as public 
relations director of war agencies in the Milwaukee area... 

Russell Hayes Smith, former pres. of the Buckeye Retail Liquor 
Dealers Assoc., and now treas. of the Nat'l Tavern Assoc., was 
married Dec. 28 in Defiance, O., to Helen Naomia Abele. . . ¢ 
consequence of Ralph Edwards’ 


FETE G. |. TALENT—Stanley Hubbard, 
president of KSTP, Minneapolis and 
St. Paul, and Col. Harry Keeley, com- 
mandant at Fort Snelling, participate 
in festivities marking the third anni- 
versary of the station's Saturday after- 
noon program, which is written and 
produced by soldiers at the fort. 


work on behalf of the Tre 


yne 


as- 


ury’s war bond drives will be 4 


special citation to be presen 
to him on Jan. 17 at the ann 
dinner of Philly’s Poor Rich 
Cluip.. . 
buyer for G. M. Basford, 
Margaret P. Ball were mar 
Dec. 16 in Paterson, N. J. . 
Capt. Wm. A. Hartman, | 
merly with William Esty & 
now supervises the supply 


aircraft equipment by Ameri < 


air forces to the British. |! 
located in England and, as e 


officer of the United Kingo o™ 


procurement section of the 
Service Command in Brit 
Capt. Hartman handles all 
verse lend-lease shipments 
ceived by the 8th and 9th 
forces. . . Hal Darrow, I” 
trial Marketing’s eastern 
was married Dec. 29 in Tri 
Church, Baltimore, to He 
Burall Jones. . . 


Lt. Comdr. Holman Faust, vice-president on leave of Mitc! 
Faust Advertising Company, Chicago, recently home on furl 
after several months in the South Pacific as a welfare and rec 
tion officer, told members of the Chicago Radio Management | 
at luncheon last week that the men out there want (1) mail, 
movies, (3) news and special events via radio and (4) pers 


appearance troupes. . . 


C. W. Grange, who has resigned as ad mgr. of Stewart-Wa 
Corp., Chicago, will take a 10-weeks’ vacation trip to Mexico be 


he announces his future plans. . . 


. Bill Schink, spac 
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Inc., New York, to direct its ad-|Lytton & Sons, Chicago depart- } 
vertising. ment store, has taken a full show- 
ing of panels in Chicago featuring 
brand name men’s wear available 
at the store. Burton Browne, Ad- 
vertising, Chicago, is the agency. 


Postwar Merchant sult in curtailed production and Names John Cowles 


stifled initiative. : 
t Sh l d B For many years, while exports a use ae ee of oe 
atly over-balance imports, is star Journal and ITt- 
lee ou e pn Bn wilt thane te pd up | bune, and chairman of the board McKay Leaves NBC 
ut Industry Told the difference by investing abroad,|°f the Des Moines Register and| John McKay, manager of the 
? traveling, buying services such as|7Tibune, Look and Cowles Broad-| NBC press department for the past 
Isa °S, B washington, Jan. 3.— Though] shipping, and by similar measures. | C4Sting Company, has been elected | three years, has resigned to join|— 
for ‘he snpower aspects of the Byrnes| Officials expect that government|® member of the board of General] the executive staff of King Fea- 
‘ircl: §, [Bor to Congress drew the head- | will lend stability to the interna- Mills, Minneapolis. — ee wg A Eiges, | MULTIGRAPHING— FILLING-IN 
‘om ‘he fies this week, at least one sec-| tional trade picture by providing eer ae ee assistant manager 0 press, 
Le: ch- Jp, discussing the function of the|short and long term credit, and| Armstrong to Maxon has been named acting manager. || ADDRESSING -—MIMEOGRAPHING 
THE LETTER SHOP, Inc. 


ning of HS. merchant marine after the| guaranteeing against loss. Armstrong Rubber Compan ‘ 
of ‘he fer, opened the way for discussion| pointedly they observe, how- West aeean Conn., codeine Hub Using Boards 

C After an absence of 20 years | 481 8. Dearberm St. Ohicage. Wab. 0S 
and tubes, has appointed Maxon,|from outdoor posters, Henry C. 


on ‘ur. postwar trade plans now under | ever, that “without imports, loans i 
r By at @ number of government dees sage Misc p , of passenger car and truck tires 


as | en pencies. ; 

Some of the best informed State 
ree. partment economists, as well as 
as been onomists of the National Plan- 
C. ng Association, are talking of 

ports totaling $10,000,000,000 a 

ar when the fighting has ended, 


ith the U. S. eventually buying 
ore from abroad than it sells. 
Justice Byrnes suggested that 
ericans plan on operating no 
ore than 2,500 of the fleet of ap- 
oximately 5,700 merchant ves- 
ls which we will have afloat at 
e end of hostilities, pointing out 
at unless the U. S. “buys” ship- 
e service, the world will lack 
llar exchange with which to buy 
erican goods. 


Liberty Ships “Out” 


he 2,500 ships which would be 
rried over to the postwar mer- 
ant marine would be “C-type” 
d victory dry cargo ships and 
kers, the most efficient of the 
st fleet now afloat. Most of the 
00 Liberty ships, too slow for 
twar competition, would be lost, 
sold at reduced prices to coun- 
es formerly engaged in “tramp 


o a bight” shipping. 
lengthy @vr. Byrnes warned Congress 
a rove Mt if our productive capacity is 
which he Moe kept employed, we must buy 
aves foreign markets, and credit 
‘Hist be provided for these coun- 
es requiring our goods. 
Charles Jt is important that we do not 
Club beat the mistakes that we made 
y ». tne end of the last war,” he de- 
npanys Bred. “Foreign countries are in 
dia dir, ® end able only to pay their 
ince its Hts and to continue buying our 
bds by selling their goods and A S 0 “ G | | g 
d trade @Vices to us. 
ling for Jt cannot too often be said that a 8 8 
i Edith @”e are to get back the money 
ore ich we lend abroad, and if we 
cian nA continue hag our es Sales for a song? You bet!—because you 
¥Y- oad, we must be prepare er 
oration port’ goods on a broad scale. can participate as a sponsor on one of 
; month hen we raise the ype against these programs at a cost that is unbe- 
Associ- §ports, we restrict the outlets for . . 
liams & @eerican goods in foreign markets lievably low for the job done. 
i reduce job opportunities at Think of reaching the big and appre- 
, is the Pe ag een prec ol a ciative audience these personalities have 
sie of Bat.” > built up among the great new WJZ radio 
meister, : . 
. public | Asks Trade Treaty Action family . . . now totalling more than 
3 18,000,000 people within range of 
: n his part Mr. Byrnes sug- s ; ' A ; 

Liquor Hing immediate action ta extend WJZ s louder, clearer signal! And think of contest entrants for a sponsor who ran the 
ew seciprocal trade treaty pro of the favorable impression on your Ste <pNtest on another majos New York 
aaatr - = y set i oe own dealers, on jobbers and brokers— ; : ; 

ncies to nance e expor HOUSEWIVES PROTECTIVE LEAGUE and SUNRISE 

Treas- Hide. What form these financing for they know that these programs move SALUTE — Galen Drake's double-barreled pack- 
ill ob: ape beng gy ate a wr ed a goods in the world’s richest market! age of selling. The show Billboard Magazine 
on ‘al Rites a develop Here’s why they know it... calls one of the greatest theories of product selling 
Rich a enerally it is | that in radio! 6 A. M. and 1:45 P. M., Monday 
s paces officials will insist on the ex- BREAKFAST IN BEDLAM—Ed East's early-morn- “Pf Oush Friday. 
rd, and trade remaining in private ing show recently proved its sales ability STAN SHAW'S SHOW— The Voice With a Record 
married ids, and that U. S. diplomats when one 50-word announcement for razor- —and what a record! Stan ran a 30-day try-out 
2 !maintain pressure against pri- blades brought returns 49% higher than a job into a seven-year record of sales! Now on 
an, {or- € cartel agreements, on the similar announcement a couple of years back, WJZ, Saturday mornings only. 

y & CO. ory that cartels inevitably re- despite the fact that today hundreds of thou- —— Y Oo Rieeshibesdl 

ly of sands of shaving-age men in this area are ee ee ee ee 
ppiy . Contact BLUE SPOT SALES, or the Sales 
merican away in the armed forces. Monday through De F 
‘h. es way Saturday. sina iotes 

as e.cc WOMAN OF TOMORROW — Nancy Craig's after- 
cingoom gy . breakfast show has frequently pulled more 

the MII | — YOU MEASURE IT than 40,000 letters a month! One participant KEY STATION OF THE BLUE NETWORK 
Brit :in, r Ft . in Nancy's program received 13,000 requests 
all re Bi - sae caen Goatees for a booklet after a few announcements! 

oo y and supplies. They can be Monday through Friday. 
th urned ustomers for you. 

In Negara ei emamanralegis WOMAN'S EXCHANGE—Alma Kitchell’s after- 
ste lunch program recently doubled the number ee petite 
| Tri: ity ne — 

: Sener cece AN THE WORDS SREMTEST Ig 

™ = 4 ee — —_ ——— 7 

giter ‘ONGEST VOICE | 279 S&S 
furlo ish on your dial ON 
rec . 
ant | 
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DON’T ABANDON Your CATALOG PLANS 
_ BECAUSE OF SHORTAGE OF COVERS | 


| Good Covers Can Still Re Had: 


“BESTEX" **BEAVERHIDE” **BEAVERETTE” 


*"BESTEX", tough artificial leather, “BEAVERHIDE'’, strong fiber, and “BEAVERETTE”, 


good looking, inexpensive paper—are still available, although inventories are 
limited. 


True, more time is needed for delivery—6 or 8 weeks and sometimes more —so 
get samples and quotations NOW while the selection is good. 


BEAVERITE PRODUCTS, INC. 


31 DE WITT STREET, BEAVER FALLS, N. Y. 
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~" How Business and Industry Are 


yy: 


Preparing for a Peacetime World | 


Drop Wartime Controls 
Gradually, CED Study Says 


To encourage planning now for 
full postwar production, a warning 
against sudden abandonment of 
wartime controls over production, 
manpower, rationing and prices is 
voiced. by John Maurice Clark, 
professor of political economy, Co- 
lumbia University, who recently 
completed a study for the Com- 
mittee for Economic Development. 
His report, being published in 
book form by McGraw-Hill Pub- 
lishing Company, points out that 
many coordinated steps must be 
taken in releasing controls to avoid 
depression, inflation or deflation. 
The book will serve as a basis for 
a statement of national policy to 
be made later by the C.E.D. re- 
search committee. 

Although needed deferred pub- 
lic works and a vast backlog of 
maintenance and repairs will con- 
tribute to employment, chief reli- 


Fe nel it 


|ance must be laid on large-scale 
|employment in industry, trade and 
agriculture, Mr. Clark believes. 

To encourage business to work 
toward the creation of more post- 
war jobs, the report recommends 
tax reforms to enable industry to 
have funds for risk-taking enter- 
prises. Early release is recom- 
mended of materials needed for 
| development of new products, and 
|the study asserts that except for 
a few minor items of scarcity, all 
remaining controls over materials 
can be ended after victory. 

The study declares that man- 
power controls may create a more 
serious problem during the transi- 
tion, when the resumption of even 
limited civilian production may, 
Mr. Clark believes, increase the 
drift of workers away from war 
jobs. He recommends a nation- 
wide system of “assisted voluntary 
placement.” 

Of wages during the transition 


period, Mr. Clark says, “It will be 


A\\\\ 
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To save your time, here are the answers. 

Slim Bryant and His Wildcats have been a KDKA Fea- 
ture for more than five years. Some call their act “American 
Folk Songs and Music”. 


hill-billy. (You may take your choice.) 


. some shorten it to just plain 


Slim and His Gang have made more than 800 personal 
appearances throughout the KDKA area to audiences rang- 
ing from 200 to 30,000. Total persons played to now well 
over a million, They have established house records for 


stage attractions in dozens of theaters. 
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KENNY 


.- YOU WERE BUYING A "RADIO ACT’? YOU WOULD WANT 
TO ASK PERTINENT QUESTIONS 


It is a safe bet they are the best known radio act in the 


Tri-State Area.. on the stage 


their song books will soon reach 100,000. . 


.. on the air! 


Sale of 


one of their 


phonograph records has passed 120,000 and is still 


in demand. 


All of the above demonstrates wide circulation . . 


wide 


acceptance, throughout KDKA’s area of influence. There 


are many other details but our space Is running short. The 


complete story of Slim Bryant and His Wildcats can be had 


from NBC Spot Sales. 


WESTINGHOUSE RADIO STATIONS Inc 


WBZA 
REPRESENTED NATIONALLY BY NBC SPOT SALES 


WOWO + KEX °* 


KYW + KDKA 


| perfect items we had manufacture 


Advertising Age, January 8, 194 


necessary to prevent wag 
creases which would nece; 
raising of ceiling prices, direct; 
or through spreading from o, 
occupation to another. Later, wa, 
increases will be urged to coup 
teract declines in  purchag;; 
power resulting mainly from 
ination of overtime. They 
tend to be self-neutralizing t} 
extent that they necessitated pric 
increases. 

“During the last phase < 
war and the immediate conversijo, 
active purchasing power wil! } 
best sustained by wages whic 
tend to promote maximum physj 
cal volume of sales and employ 
ment. Wages should be as high 4 
consistent with this standard. |p 
creased man-hour output, plus re 
duction in business taxes, migh 
enable employers to absorb som 
wage increases.” 

Mr. Clark sees food controls {fo 
one crop season after Europe | 
liberated, while rationing of pe 
troleum products must continy 
after Germany’s defeat, althoug 
less stringently, until Japan is de 
feated. 


The report recommends ear 


return of transportation contro! 
following victory, to the Interstai 
Commerce Commission. 

* * * 

With well-integrated steps, Far 
aday Electric Corporation, Adriay 
Mich., plans to go from 100% wa 
work into civilian productio 
without the necessity of layoffs 9 
reduced employment. 

Lewis J. Stern, manager, re 
cently pointed out the firm’s ad 
vantageous position to a group 9 
representatives, exporters, design 


ers and engineers who met a 
Adrian. He said the compan 
specializes in visual and audibl 


signal systems, now made entire] 
for military use. Some of th 
items Faraday is now making 
such as hand-operated sirens fo 
Navy ships and lifeboats—it wil 
continue to make postwar. Bu 
other items, like electric contrd 
equipment for the Sperry gyro 
scope, probably will be discon 
tinued. 

He emphasized that one of th 
“breaks” for the company is tha 
it has carried out its war contract 
without a dollar’s worth of go\ 
ernment financing or equipmen 
Therefore, it will have little orn 
surplus disposal problem. He sai 
the company has kept abreast 0 
its production schedules withou 
carrying over-large inventories 
materials, and it will terminate it 
government contracts when 
time comes simply by telling t 
government “you owe us nothing 
for excess stocks or parts in prog 
ress. 

The Faraday company present! 
employs 250. It has blueprint 
ready for quadrupling its 70,00 
square feet of floor space and ex 
pects to treble or quadruple 
labor force, a large percentage 
which is female. 


The company’s plan, according 


to Mr. Stern, is based on the con 
viction “‘that profits are not a ma 
terial consideration in the perio 
immediately following the 
We feel that the first duty 0 
management is to provide con 
tinuing employment for all now 0 
the payroll and, also. to have jo 
waiting for returning veterans. 

“Our first task,” he said, “is 4 


before the war and to develop ne! 
products.” 

Research and engineering { 
Faraday’s new products has 
done by outside agencies in 
not to interfere with Faraca) 


LOOK IT UP in 
the MARKET DATA BOCK! 


CONSUMER MARKETS EDITION 


* 
BUSINESS PUBLICATIONS EDITION 
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ioe Scott to Promote “gat 3 fai trade minimum | Leach to Bendix ne ¢ 
8, direct . Scott’s Emulsion advertising is| Claude Leach Jr., former sales| sales supervisor of the Detroit 
from on Cod Liver Salve teing continued into 1945 on the | Promotion manager of McGreevey,| area, becomes Cleveland branch 
ater, Wag a a . . z | erring owe ompany, ew sale manager. 

ag ’ ea present basis. Insertions of 80 and | eae a : | Sates & 
ot & Bowne,’maker ok Sooit's Emal~ $80, lines aré, appearing regularly | motion matager of endix Avia 
‘ron sion, in 1945 will te Scott’s o>. ’ | ti , ation’s ? li di — mn on 
ey. Ointment, its first ew nationally country weeklies, Ferm. Journal,| snd radio-phonograph combination) CoN’ ~~ VOCS = OATS = CHIORENS 
‘ing th advertising product in many years, Grit, Parents’ Magazine, Successful | sets. A : 
fated pric he in one-inch “trailers” on Emulsion soatig-e Woman’s Dayz ‘ and ae | —- ; A 

do not harm food in cans insertions in 40 metropolitan news- also being run in several regiona | : 

ise of tha Seren saree es papers and The American Weekly. farm papers. ‘Upjohn Names Two t P 
OnVersion The new product is made from Ritchie & Janvier, Bloomfield, is| Fernen E. Fox, former sales| € t 
TL Wil] DGB ssvccceeeeeeeeeversecencereccenssessossoesonoaers cod liver oil, lanolin and petro- national sales agency and Atherton | manager ah, gf ache ci oo S 5 
ges whic latum, and is intended for minor & Currier, New York, is the agency | for the Upjohn Company, Kalama- we na an wee 
uM pnysi abrasions, scalds, sunburn, etc. It which places the advertising. |zoo, Mich., has been appointed CATTLE SHEEP —= HAY — WHE oT 
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HAT CANS CAN DO—American 


an Co., New York, is running this Si —" " : = ~~ ; 

ull-page advertisement in a list of a A DVAN EMEN see gs cE Z HE OUT = 
business papers to enumerate the ad- ee . peed a’ aNd 
antages of can containers. Overall pearie Se ’ ae Pr 7, eee ee ; 
sdvertising plans for ‘45 are still to be er. > Tae BR: ee sai es si ‘eg + cue 

decided. Young & Rubicam is the Pr re, eee mea Poo eeeienes aie, i ‘iat aa ee mag 


agency. 


nds ear} 
n contr | 
Interstatg 


rar work. A dozen different 
odels of door chimes, a new type 
f electric cord, a combination 
lectric heater and fan, and in- 
de window cornices, a non-elec- 
ical development, are among the 
ew products Faraday is ready to 
anufacture. “A dealer organiza- 
on to handle five or six times 
rewar production has been made 
A SYOuP OMe of our major goals,” Mr. Stern 
rs, designfhid, “and it may well be made a 
oOo met @rimary objective of most con- 
Companwerns in our class.” 
id audibl * ° % 
de entire jy an effort to attain maximum 
re Of thfies effectiveness in the postwar 
making—feriod, Chevrolet Motor division, 
sirens fofeneral Motors Corporation, has 
ts—it wilnt an 18-page questionnaire 
twar. Bulvering sites, merchandising, 
ric conloijesmen and products to its more 
-rry &Y'mhan 7,000 dealers in the U. S. 
e disconff Replies to the questionnaire will 
; veal expected postwar volume, 
one Of t@ersonnel and sales promotion 
iny 1S Wa@lans, what is being done to main- 
r contraciin good will, how postwar trade- 
th of gos will be handled, and any 
equipmen@hanges in market conditions ex- 
little or nected as a result of the war. ’ 


steps, Far 
yn, Adrian 
100% wa 
productio 
layoffs 0 


nager, re 
firm’s ad 
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That's how Donald M. Nelson, former 
WPB Chairman, and countless: other 
is oe esult of authorities have characterized. TVA. 
abreast Mf Awards totaling $55,000 for the From all over the world men have.come ~ 
2S WIth0WMfesion of automobile dealers’ ~ to marvel and study TVA's actom- mee 


entories Glaces of business will be made by ‘ 
rminate if®eneral Motors, following a report | plishments. Already congressmen are 


when aren ‘ : 4 < Saipan maeg ge ak af 
telling th elgg rg ahd sed re _ advocating a similar development for em 
s notneMew establishments. The compe- | (]}[../i/.iihti jj) t/t ki iis 1S 
ts in progf¥tion is under the direction of ed d b : e d' a ke 
econ: © St. Aubin of General Mo-| ii ged to be one of mankind s greatest — Py, 
y presen\Ebrs Service Section and will be ; gat 16 ee 
blueprinYonducted by Architectural Forum. | achievements. ss \ghig “ ‘yire 
its 70.0"GRules of the competition were set| i he OE IEE. bake 
ne ane Py the American Institute of Sith ot) notes een BR Sis ge : 
druple “WArchitects. Entrants are asked to| 4 : 7& : 
centage Besister with the Architectural) (tiie? itt? /One on thes sstesr i: 
orum, 350 Fifth Avenue, New| i : . . 
accordilfen: i. N.Y. to receive details [iets ihe count vents 


| see : fe TVA has made Knoxville a giant new indus- 
n the coffnd an’ outline of the steps to be [iti HUGS 0GaIs Srocueing togey . 


not a Mfbken to submit drawings. Entries | i . age a trial. empire. Availability: ef enormous — 
the peri fll be accepted up to April 16, | fe Wy a a eseeles: Bork sas: esiiaks ab abctric pow ee sisi = 

Wands = power has attracted some of the larges i Binatlde have train! huce 
s duty 4 _ eee : ‘ power cost in America—have broug ge 
vide “coke Rejcins Blue Z. industrial firms in the world to the Knox- factories and huge payrélls to Knoxville. 
To. . <*yille area. Typical of the industries are ' i 
) have JOM John W. Brooke, who has been | im 2 s he 
eterans." Bonorably discharged from the | [i Union » Carbide, Eastman, Reynolds a; 
said, “'S 4. S Coast Guard, will rejoin the | Hi wes fi 
nufacture@Blue Network Jan. 1 in his former | Metals, DuPont, Rohm & Haas. “The 


% 4s 
Federal Reserve Bank figures shaw Knox-- — 
ville's business gains leading the country. 
Sales Management indices likewise show it _ 
FIRST IN AMERICA, Kitoxville today is 
one of the South's most important markets! ‘a 


nr Ke 


velop ners on of Eastern sales manager | (i Miiittt om pany plent is the langesr 
tine Oe oe | sofactory under one roof in the world. 
; has beet Knoxville is one of America's most im- 

| portant textile centers, 


2s in 


HP the B 


The: astonishing prosperity and growth 


in the wake of this industrialization have 5 
brought Knoxville incredible prosperity as 
and ‘wealth, And because Knoxville's ¥ 


development is allied with TVA, it is a 
permanent prosperity which will long 


See Kr nt Be sure your = . nn N O XV | LLE 
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To Goldman & Gross 
Henry Flarsheim, formerly vice- 

president of the Phil Gordon 

Agency, Chicago, has joined Gold- 


man & Gross, Chicago, in an exec- 
utive capacity. 


Foster Appointed 


Northern’ Electric Company, 
Montreal, has appointed Harry E. 
Foster Agencies, Toronto, to direct 
advertising. 


PARDON US 


Seme New Customers 

Are Waiting For You 

if yeur business is in something 
to eat or drink 

- OF something to wear, or just 

Here's a market 


nds to the “invita- 
tien to buy.” For the Negro looks 


and nee 
lion dellar market. 


advertising in this live field. Drop 
a letter or post card today to 


Interstate United Newspapers, Inc. 
345 FIFTH AVENUE, NEW YORK 


Car Makers Map 
Plans for New 


Postwar Lines 


Household Appliances, 
Farm Implements Will 
Be Produced 


Detroit, Jan. 3.—Plans of the 
automotive industry to branch out 
into new sales fields postwar were 
unfolding this week even though 
the manufacturers have shelved 
all civilian production plans until 
war needs are satisfied. 

While the industry will not 
alone shoulder the responsibility 
of providing jobs for 10 to 12 
million returning servicemen and 
some 50 million war workers who 
will be seeking permanent em- 
ployment after the war, it never- 


theless expects to figure mightily 


in maintaining industrial produc- 
tion— including development of 
new primary and end-products. 

Thus the motor capital finds it 
not at all surprising that almost 
every vehicle manufacturing con- 
cern of any size, as well as hun- 
dreds of affiliates of the industry, 
is planning to invade new fields in 
a comprehensive expansion of 
production and employment facili- 
ties. 


Many Products Seen 


Wherever there is metal fabri- 
cation, there probably will be 
found not a few companies, here- 
tefore confined to car making, ex- 
tending their know-how into new 
fields of domestic consumption for 
such products as ‘refrigerators 
washers, deep freezers, stoves, 
ironers, bathroom and plumbing 
equipment, and scores of other 
related products. Others’ will 
install divisions for new uses of 
the lighter metals such as alumi- 
num, magnesium, etc. Some com- 
panies are exploring the field of 
plastics, synthetic rubber products, 
radar and electronics. There are 
seores of other such avenues of 
endeavor into which the various 


skills and crafts of the automotive 
industry generally may be di- 
rected, postwar. 

To indicate the lines along 
which future planning in the auto- 
mobile world has been progres- 
sing, when relaxation from the 
war effort permits, here are a few 
of the products which various di- 
visions of the industry have shown 
as their possible and probable 
spheres of production and sales 
in what may be an almost un- 
limited seller’s market: 

General Motors, through its 
ramified manufacturing operations 
in more than 100 vehicle, parts 
and household appliance factory 
units, has allocated a sizable por- 
tion of its $500,000,000 postwar ex- 
pansion budget to the creation and 
production of many new items for 
the domestic consumer market. 
Not only new models of cars and 
trucks, but an impressive list of 
newly - designed vehicular acces- 
sories, parts and household appli- 
ances will be made, many of them 
inspired by wartime developments. 


Dealers to Handle 


These added products, it has 
been indicated, will be for the 


2 GLIMPSES INTO THE POSTWAR 
FUTURE OF AMERICAN BUSINESS: 


‘aly 


N ALL “postwar planning”, it’s up to 
business to plan not only for sales 
—but for survival. 


And whether you sell—whether you 
survive—will be up to tomorrow’s cus- 


tomers .. 


for, or on them. 


. the youth of today. 


To wait until youth has formed its own 
ideas of its postwar responsibility is to 
risk some hard sledding. You will find 
postwar selling an easier problem if you 
start selling Youth right now. 

During the years when America’s ’teen- 
age youngsters pass through the 11-17 
age bracket, many billions of dollars of 
consumer purchasing power is spent by 
Later, when they start 
spending America’s entire national in- 


e With "Isms" at Work, With America at the Crossroads, We Say: 
“Tell Youth Your Story NOW.” Study These Facts: 


were young. 


of tomorrow. 


SOLD AS A GROUP: American Girl, Boys’ Life, Open Road for Boys, 
Young America, Young Catholic Messenger, Guaranteed combined A.BC. 
circulation 1,600,000. One order, one rate, one piece of copy. New York 17: 
1 East g2nd St. Chicago 2: 9 West Washington St. Boston 16: 729 Boylston St. 


come, it is natural for them to turn a 
cold shoulder on brand names and trade- 
marks they never heard of when they 


By reaching youth now—in the Youth 
Group of youth’s own magazines—you 
reach 1,735,108 teen-age consumers, the 
leaders of postwar America. 
rate is $5873 per month, for which you 
get three positive values. First, you can 
sell the enormous youth market of to- 
day. Second, you can trim down your 
sales expense in the consumer market 
Third, and very impor- 
tant, you can do your part in safeguard- 
> ing the future of your own business and 
the American way of life. 

A new sales presentation, just prepared, 


The page 


can in 10 minutes give you some star- 
tling facts about youth. Write or tele- 
phone one of the offices listed below: 
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volume consumption markets a; 


of types which can be hand des 
supplementary. lines by the n 
poration’s car dealer organiz»t; 1 3 

in all parts of the world. ng 
expected that the rapidly exp uli 
ing business competition of th t 
tail chain stores and service nge 
tions in the automobile parts ; me 
accessory fields will be fully , an 
by the contemplated General yn 
tors lines. While company p)! a 
in this direction are known ty es, 
well defined and comprehen ra 
no detailed information about ng 


new products has thus far been 
released. The expansion program 
is worldwide in its scope, how. 


ever, and keyed to a restoration of nas 
the war-denuded markets of bot)fJeth do! 
hemispheres. e latte 

Ford Motor Company’s planning The F 
for post V-Day business thus farM@ line ¢ 
revealed is largely centered in fpr the 
wider coverage of the motor ye.Mutomoti 
hicle merchandising markets heregpn and 
and abroad. At the same time—maker 0 
company executives have said thatmutomob 


ostwar 
ith a | 
igerato 
The ti 
e post 
reds of 
ts, the 
ances i 
d synt 
emical 
For in 


there will be a market expansion 
of production facilities for farm 
tractors of the Ford-Ferguson type 
and for modernized and improved 
designs of farm machinery and 
implements. 

The company has indicated that 
if it exercises an option to pur- 
chase the giant Willow Run B-24 
bomber plant, (government- 
owned, Ford-operated) it will be 


utilized to some extent in them have 
manufacture of farm _ utensils, Mhich cé 
Plans for continuation of the out- Ji anc 
put of jeeps for civilian uses aftergme clot 
the war are unrevealed. Willys-ple in s 
Overland will stress sales of this" be u: 
versatile car in its postwar pro-j eno’ 
gram. a wi 
anufact 
Tire Making Uncertain de, for 
The Ford budget of $150,000,000qF" >e } 
for reconversion and expansion in- Jp™Pshac 
cludes provision for the strength-— Soa 
ening and extension of the Ford —R*! Can. 
parts and accessory replacement ner di 
markets. Whether the company ‘he 
will reenter the tire manufactur-[R"!Vely 
ing field after the war’s end isp’es, ler 
problematical. Its tire plant was 
dismantled and shipped bodily to ™@ause! 
Russia on a lend-lease basis early ead ] 
in the war era. 
Airtemp division of Chryslerff8. J 
Corporation, as well as other spe-#@24ser 


cialized units of the company, will fF". 15 
supplement vehicle production ac-MPng § 
tivities with the advent of peace.™tment 
Airtemp markets air-conditioningge™ch he 
installations, for which divisionf® 2 S€Pé 
executives see a two billion dol-JFin, v: 


lar market for the first five post-j#°srams 
war years, a figure based on an lim The de 
months’ national survey. hd Mut 
In addition to a line of new pas-J Which 

senger cars in the medium and#! be 
lower-price classes, Nash-Kelvi- sini | 
auser, | 


nator has designed a deep freezer 
for home use which it says can be##O™psol 
sold at refrigerator cost. Pack-j coope 
ard Motor will utilize part of itsg>' yet 

newly-acquired war plant facili-¢ Blue 
ties for the manufacture of engine's cl 
for specialized uses, marine and hd =pror 
stationary, in addition to its com-§f Benne 
plete line of passenger cars. les, has 


° } ; 
Continental Motors has acquired 'Chanc 
new manufacturing capacity, nan 


through merger, to provide for ex- JP", and 
Inted ac 
omotior 


tensive production of marine en- 
gines, supplementing its peacetime 
car and truck motor output. I 
will also have two or three a 
tional end-products whose na 
has not yet been revealed. Murray 
Corporation, producer of auto 
bile body stampings, kitchen 
bathroom cabinets, has plans s 
to market a variety of house! 
appliances. Graham-Paige ha 
sights fixed on a new car from ¢ 
ground up, as well as a list of f 
implements, the latter to be n 
in its Warren, O., plant. 

The automotive parts divi 
of Bendix Aviation Corpora ion 
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aa 
le a bas designs and blueprints for 

or.pany new passenger car gadgets, 
Zationgamons which are an effortless 

+ ;Mteer ng gear, new pneumatic and 
pang.fpydraulic mechanical braking sys- 
he re.gems. two-way car radios, and 
e sta.gpassenger car air conditioning 
is andaea’! ment. Detroit Harvester 


y npany is ready to get into pro- 
| Mo.fguction on a newly designed push- 
plansqputton window opener for auto- 
to begob:les, while the King-Seeley 
poration has perfected a self- 

leaning automobile oil filter now 
een use on military vehicles and 
eadily adaptable for the domestic 


Ogra 

h be arket. Motor Products Corpora- 
tion ofgpon has a deep-freezer ready for 
f bothqpeth domestic and industrial use, 


e latter for steel treating. 

The F. L. Jacobs Company has 
line of home appliances ready 
pr the market, supplementing its 
utomotive parts products. Clay- 
bn and Lambert Mfg. Company, 
aker of metal stampings for the 
tomobile industry, will enter the 
ostwar home refrigeration field 


farmggith a new type of gas-fuel re- 
, igerator. 

vedi The tire companies will invade 

y and™e postwar markets with hun- 


reds of new materials and prod- 
ts, the result of wartime ad- 
ances in the use of both natural 


> pur : 
1 B34 d synthetic rubbers, plastics and 
ment-eemicals. 

vill bef For instance, Firestone is said 


») have developed a plastic film 
hich can be made as thin as a 
pir and as soft and flexible as 


e out- 
s aftergme cloth, yet which is compar- 
Nillys-(ple in strength to the metals. It 
>f thisgen be used for raincoats light and 
r pro-gpin enough to fit into the corner 
a woman’s handbag, in the 
anufacture of awnings that won’t 
1 de, for portable bathtubs that 
100,000 ie" be folded like an army cot, 
Lam in mpshades that can be cleaned 
ength-(pth soap and water, and aprons 
> Ford@e2t can be washed and dried like 
~ement(nner dishes. This new product is 
mpanj the Velon plastic group ex- 
factur-feusively used in the war for shoe 


end isles, lenses for gas masks, etc. 
nt was 

dily ; auser Leaves Blue to 
s early 


ead MBS Co-op Shows 


B. J. Hauser, sales promotion 
anager of the Blue Network, on 
in. 15 will join Mutual Broad- 
sting System to direct the de- 
prtment of cooperative programs, 
hich has been newly organized 
a separate division by Phillips 
prlin, vice-president in charge of 
ograms. 

The department will be enlarged 
hd Mutual’s cooperative shows, 
which there are 12 at present, 


hrysler 
Pr spe- 
Ly, will 
ion ac- 
peace 
tioning 
livision 
yn dol- 
e post- 
n an 18 


Ww pas- i : 
m and@pll be increased. 

-Kelvi- With the resignation of Mr. 
freezerMeuser, as well as that of Jesse 
can begeompson, director of promotion 
Pack-@" Cooperative programs, who has 
+ of itsget yet announced future plans, 
facili-@e Blue has announced the fol- 
engines™’'ng changes in the advertising 
ne and|ed promotion divisions: James 
‘+s com-fF Bennett, formerly of Blue spot 
.. les, has been named manager of 
equired erchandising; Robert Sewall has 
acity,™@e named manager of exploita- 
for ex-§P", and Jean Russell has been ap- 
ine en-@ “ted acting manager of audience 
nut. It acme cemeatl 

_ a lacy Sells via Video 
Murraye the belief that “the public 
ater ll welcome a short five-minute 
en and ogram devoted exclusively to 
ans ot Opping information,” R. H. Macy 
usehold Co. New York department store, 
has iti. unched a Wednesday eve- 


elevision series on the Du 


the ace i 
of f ‘mont station, WABD, New York. 


ing artha Manning, Macy shopping 
Viser, demonstrates articles typi- 

aivi ong..©! Macy’s merchandise in the 
ora on” Pp. m., EWT, period. RKO 
“ __ fF ©. sion Corporation, New York, 


lucing the shows. 


y 20 SELLING NEW HAVEN'S 
: WAR WORKERS 


* Journal-Courier goes into war plants 
PY the thousands dailly—each copy read 
PY meny, and passed on from shift te 
teach copy working 24 hours dally 
"g you coverage of today's best- 
©og customers . . . 100,008 readers 


© tw THE *« x 
} ane NEW HAVEN, CONN. 


oD) YOURNAL-COURIER 


Firearms Maker 
Will Continue Its 
Institutional Copy 


New Haven, Conn., Jan. 2.— 
The advertising of Winchester Re- 
peating Arms Company, one of the 
country’s largest manufacturers 
of small arms and munitions, will 
be stabilized for an indefinite pe- 
riod in its present form, according 
to Clarence S. Hutt, advertising 
manager. 

The company is now concentrat- 


ing on institutional advertising, 
building public familiarity with 
the Winchester trademark, with 
copy appearing in national, farm 
and sports magazines. D’Arcy Ad- 
vertising Company, St. Louis, is 
the agency. 

Mr. Hutt said that previous 
plans included the possible return 
to product advertising early in 
1945, but the present war status 
and new recent war orders for the 
company necessarily postponed 
that action. 

Winchester Repeating Arms, a 
subsidiary of Western Cartridge 
Company, merged with the Olin 


45 


chairman of the board, and L., A. 
Jarvis, president of the Jarvis 
company, will be president of the 
new organization. 


Corporation a short time ago in a 
sweeping corporate reorganization 
and merger. Formation of a new 
corporation to be known as Olin 
Industries, Inc., was approved by 
stockholders of Western Cartridge 
on Dec. 11. 


HOWARD su 
PHOTOS = rrooucrs 
Posteards 2e 20x30 mounted 


each. 
enlargements $2.50. Mail orders coast ’ 
to t. warantee every photo to 
We photograph 


coast. G 
look like your original. le 
thing. Write for free samples, price list n"% 
- BR-8-2490 


Doehler, Jarvis Merge 


Doehler Die. Casting Company 
and W. B. Jarvis Company have 
consolidated to form Doehler- 
Jarvis Corporation, with executive 
offices at 386 Fourth Ave., New 
York. H. H. Doehler, founder of | "° 
the die casting’ concern, will be 


R SERVICE 


HOWARD PHOTO SERVICE 
165 W. 46th Street, New York 19, N. Y. 


advertisements will 


TOPS WITH THE 


What about YOUR 
TRAVEL ADS 7 


TODAY travel advertisers are dreaming up ad- 
vertisements like this one just to put their ideas for 
future travel-selling into writing —just to keep their 
eyes on the post-war ball. 


When people can go places again, many such 


again appear in TIME. For so 


many travel advertisers have found that TIME is the 
best way to reach America’s most traveled million 
families that TIME has been the leader in Travel, 


PEOPLE 


<i) 


V 0, 
ty Week 8 on Pp . 
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ir from New ™Me Nade 
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Dst-War 


Resort and Hotel Advertising for nine consecutive 

years (except for one year when it was second). And 

TIME will be tops tomorrow, too. 

For instance — 354,000 TIME families plan 

to visita South American country some day 
—and 89,000 Time-reading families plan 


to go within the first five years after the 
war, according to a recent survey. 


Who GOING PLACES 
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~®:. _ HELP WANTED | HELP WANTED 
h Ad es »e M k Pl Copy and Idea Man a Female 5 Help Wanted “7 
If you are tired of being pushe Mature, sgle. to travel part ‘jp, 
Is This T e vertising ar et ace around in the big city, enjoy com- | Exp. in corr. Must type, write rn 
rtment ar follows: “Help Wanted,” fortable home life in a city of 100,- | paragraphs, meet public, gain © oo). 
The Advertising Job positions Wanted.” Wopresentatives Wanted ” and CRepresen- 000. Must be experienced idea man | eration, train others in use o; an 
tatives Available ”' 60 cents a line, minimum ‘charge $2. Terms and writer of trade and consumer | equip. Important — Old com. 
y nsertio : copy. Give complete information as | pany. Agency exp. helpful. | One 
You Want? oo “Zit Gta oe oo (single insertion rates) to family, draft status, age, educa- for appointment. Del 5671. 
% in., ° ” E Pp . tion, experience, present employ- ADVERTISING SAL ESMAN \« an 
WORKERS SUBJECT TO PRIORITY REFERRALS ment, salary expected. Samples will! fycellent opportunity with na ted 
Recently one of our young Account MUST BE CLEARED BY THE USES OR OTHER be returned. Replies confidential. | woman's magazine for expec. 4 
Executives left to become Assistant AUTHORIZED CHANNELS. 20 year old agency. Cummings, man. Good salary plus bonus “7 
Sales Manager to an _ important Brand & McPherson, Gas-Electric “Bo 7056 “ADVE RTISING , 
client. We want an experienced Bldg., Rockford, Minois. x 7056, s - A 
young advertising man to fill his ? ED HELP WANTED i: aint anda aiaeipnieieeens | COs Se it Ow Ore 18, Nw 
place in this established 4-A HELP WANTED ‘ - A national A. B. C. monthly has an WANTED—ADVERTISING i \\ 
Agency, founded in 1912. He should Assistant Production Manager for|  ADVER’ PISING PU BLISHERS _ opening for a young advertising | Experienced in all phases of 4 \yo, 
be 30-835—thoroughly familiar with leading magazine and book pub- SALES AND MERCHANDISING salesman. Must have selling exper-|tising for private firm, ine}: diy 
agency operation and advertising lisher. Must be experienced, know POSITIONS ience, preferably space. There will] compilement of material and a‘ | ra, 
practice. This offers an opportunity type, printing, offset and color proc- FRED MASTERSON | be a salary, expenses and bonus ar- | tive, effective layout of ads for (rag, 
to become increasingly important in esses. Fine opportunity for perma- SINCLAIR-MASTERSON rangements made to the man select- | magazines; preparation § of rect 
a well-known and financially sound ment connection i : _ PERSONNEL SoH ed, with N. Y. headquarters. Please | mail advertising i. e. illustra tiy, 
agency serving an outstanding list Box 7031, ADVERTISING AGE ’ 310 S. MIC HIGAN, CHICAGO give age, education and business | circulars, brochures ete. Know lide, 
of national advertisers. Salary will 330 W. 42nd St., New York 18, N. Y. 20 YRS. ADV. EXPERIENCE | background. Replies held in strict | of metal working machinery ¢- se). 
depend upon experience and past LAYOUT ARTIST for fast-growing | Man to head order billing depart- confidence. 2 tial. j 
earning record; promotion will be Omaha Agency. Key position open | ment of book publishing company. Box 7052, ADVERTISING AGE _ Box 7055, ADVERTISING A‘ 
governed by ability and capacity. with real future. Must have real | Knowledge inventory controls, ac- 330 W. 42nd St., New York 18, N. Y. 100 E. Ohio St., Chicago 11, {)) 
Apply in writing giving complete creative ability, be able to visualize | counting, handling staff of girls ae inne pemeom, |, cerpreess ————— 
ne gg mo as to family ; wast ideas, do some finished art, buy the helpful. : Reply giving experience, A Good Spot for a Young Layout bees” POSITIONS WANTED 
status, five year earning and em rest and direct production. If inter- | age, draft status, M i i & i COPYWRITER 
loyment record: educat fe 4 ~ : > ai 703 IVERTISING AGE Man in Big 4-A Agency in 
ployment record, education, refer ested, tell all in first letter including | | Box 7030, ADVERTIS : Pittsburgh Woman, 6 years’ experience. 3 yearn 
ences, and indicate specifically the agreeable starting salary. Address 330 W. 42nd St., New York 18, N. Y. asst. advertising mer. one of Coup, 
nature of advertising experience. France - Duff Advertising Agency,| Promotion Manager for industrial | we w; a creative lay P i try’s leading apparel manufacturers 
jress H. K. Dugdale. Executive ~ ant a eative layout man in / 
oo en en igs ee na Omaha, Nebraska. | magazine publisher. Must be top|our art department to work on in-|3 years agency experience on x 
: } Aggy Md a ane " bas oo eon Assistant Treasurer for magazine | flight. Knowledge of magazine field | dustrial advertisements. Must be| eral accounts; national consin 
Buildi pa | I cogre — M: - 1 and book publisher. Experience in| essential. Reply giving experience, | experienced—fast—and a bear for |and dealer campaigns — magazin 
sats ptiest ee ae en mene publishing field desirable. Locate in | age, draft status, etc. . work. He’ll find a great bunch to | Newspaper, trade paper, direct a 
Chicago. Reply giving experience, Box 7028, ADVERTISING AGE , | work with ... and he can go places | Solicits opportunity with well-rat 
age, draft status, etc. 330 W. 42nd St., New York 18, N. Y./ if he has what it takes. Write fully | Chicago_agency , em 
Box 7029, ADVERTISING AGE MANAGER about your experience—present work Box 7045, ADVE RTISING AGE 
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330 W. 42nd St., New York 18, N. Y.| Publisher trade periodicals requires age —nationality and necessary | __ 100 EB. Ohio St., Chicago 11) 1}! 
ADVERTISING & PUBLISHING services experienced manager for |starting salary. Send 5 or 6 samples | ACCOUNT EXECUTIVE seeks 6 


] . y [Ww All Types of Positions subscription field force. Excellent | or tear sheets of ads you consider | portunity fully recognized agen 
PUBLIC RELATIONS WRITER piisveuneten anywhere in the opportunity for top flight organizer. pert your best work. Prompt in- over $100,000 annually. Would cop. 
wanted by western university. United States , py be sproposition. State qualifica- pened arranged for those who port I padres interest of retiring 

. a iE sD ILLIAMS— nne ons, « ; owner. 
Must have had previous expéri- || ,,GPOR GE ei odd, Chieaco | Box 7048, ADVERTISING AGE Box 2051, ADVERTISING AGE | Box 7034. ADVERTISING AGE 

‘e i J > : is- ; D. é 5. Ohio St., C ag ’ . o. io St., Chicag 1] 
ence in newspaper or adverti: Direct Mail Circulation man wanted wee 2 E Ohio. St., Chicago 11, Ill. 0 hio St., Chicago 11, Ill 100 FE. Ohio St., Chicago 11, I) 
ing fields; preferably a univer- by industrial magazine publisher, | Three openings with growing mid- 

: d : i 30 Must have a_ successful record in | west Advertising Agency for: 
sity graduate; age between . magazine field. This is an excep- ACCOUNT EXECUTIVE — 
and 45. Application from per- tional opportunity for right man. —_* pte ry ; 
a , Reply giving experience, age, drafi sl ts San ee MARKETING AND 
sons now in military service en- status, etc. Industrial as well as general mer- 
tirely acceptable. Salary com- Box 7032, ADVERTISING AGE 4 oan wank desired. These 
mensurate with experience 330 W. 42nd St., New York 18, N. Y. gtr oe pe —_ ethan _ For permanent jobs in leading Chicago agency 
bs 2 . « e -S81ze - Agency, Te es- 
a sare CONSUMER RESEARCH MANAGER | tablished. with well-known national — 
Write Box 6036, Advertising [| 5. young progressive organization | eon eeee Wath we yn nation: kron, 
> a iy" | BY 3 1s excipl reanization | accounts. Correspondence and in- 1. A marketing and merchandising man with knowledge of specialty and ing ce 

Age, 100 E. Ohio St.. Chicago | with excellent post war future. | terviews will be held in strict con- \ 4 ing 
1. HMlinois | Salary High. Write at once giving | fidence. package goods promotion. for 
’ nots ‘ complete background and experience, Box 7047, ADVERTISING AGE 2. A man who can plan and write sales presentations, sales manuals and aged 
ow pb ao oe ae y_| 100 EB. Ohio St., Chicago 11, 111. presentation of research results. cutive 

33 7, 42nd St., New York 18, N. Y. . ; } a 

Business Paper Editor Wanted on 3. A young, ambitious man good at figures for field and general research, twar 
long established merchandising tabuleti d lated % i : 
magazine—keen, alert, with sense abulating and related wor JUS : 

of editorial values, ability to write, nherec 

_knowledge of engraving processes Please write completely, giving education, experience and salary expected. ‘ds of 
and experience in layout makeun. | Our present staff knows of this advertisement. veneer 

Keep your cold feet Technical knowledge of field not | shacadaate 
necessary. Definite opportunity tor sos * . — ing 1n 
an socking permanent qoamautiun. Box 6035, Advertising Age, 100 E. Ohio St., Chicago I1, Illinois GN 
t if Box 7057, ADVERTISING AGE ng re 
Oo yourselr, you 330 W. 42nd St. New York 18, 'N. Y¥. at 
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* Worcester Federal Savings and Loan Association under 4 Spi 
the direction of Albert-Frank Guenther Law of New York wers 1 
P about 

ies incidental entertainment. It's the iaokdilion. | mde 
Among Worcester home owners and _ radios and television sets, travel, refrig- Be perio 


panion. In the Red River Valley, WDAY is the exclu- | renters alike, 70% have expressed erators, and vacuum cleaners. Over 
specific preferences for postwar pur- half expect to pay cash out of current 


sive NBC outlet — and WDAY has more than 50% chases. One third in each group want income. In general Worcester people 


P . . lton-] 
a new car, although renters give first are keenly home-minded. Aids to bet: B°°"! 
regular listene hip (daytime) i 56 counties of North choice to a washing machine. Educa- __ ter living will strike a responsive chord B th 
tion is the second most popular item with the WTAG audience, the moo! Mpany 
among home owners, mentioned by Central New England market, reac! ed .i 
24%. From 10% to 27% of each _ fully and only from the INSID’ — fou s 
group will be ready to buy furniture, through WTAG. . a 
if 
m 
t 


PAUL H. RAYMER CO. National Sales Representativ>sm. i 
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OWNED AND OPERATED BY THE WORCESTER TELEGRAM-GAZETT. B .) 
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a POSITIONS _WANTED _ +. G-E Purchases Ken-Rad volves primarily radio receiving Waters for Valcuna | ronto Tesearch organization, as 

; (DVERTISING ASSISTANT tubes. iegen | vice-president in charge of tech- 

ty imeMMfoung Fr eS eee testion Tube & Lamp Corp. Carl J. Hollatz, formerly execu- | ee —— “~~ ee Aas | nical operations. He will also 

in coneencll Sy trade paper. Good or- ; _|tive vice-president of Ken-Rad,/named Norman D. Waters S~|manage Elliott - Haynes’ recently 

ry wauizer Tle worker, shorthand and General Electric Company, Sche will manage the new department, | Sociates, New York, as agency for! opened New York office at 51 E. 
Waenizer, nectady, has purchased the radio which will be known as the Ken-| Valcuna sweaters and knitted fab- | 49nq St. 


1d coming Some editorial rewrite ex- ; 
Pond rience tube manufacturing and plant fa- Rad division of G-E’s electronics |Tics. Plans call for a campaign in 


“7054, ADVERTISING AGE, 


— Box 7 an es cilities of the Ken-Rad Tube & newspaper rotogravure sections of | 
Wi teal 100 E, Ohio St., ¢ hicago 11, Til. __ Lamp Corporation, Owensboro, department. key cities in preparation for post- | P] Pl ; Di 
Na ona plic Relatlons—ADMAN—Experi- : ll ate th nahi: —_—_—_—_—_— . oe ans Plastics Directory 
eT Ces “ as director civic, commercial, Ky., and wi operate e govern & l H ds KEX war activities. p : 3 é 
us we agencies. Background copy, |ment-owned plants at Tell City, oniey eda a oD Ziff-Davis Publishing Company, 
ACE Bwspaper, radio, promotion. Ideas, |Ind., and Bowling Green, Ky.,| J.B. Conley, former manager of : Chicago, publisher of Plastics, is 
+S, N. Waid planning. Married. 4-F. May) where Ken-Rad has been making | Westinghouse station WOWO and To Elliott-Haynes 'planning publication in March, 
s MAN pee discuss - "ERTISING AGE tubes for the government. The|WGL, Ft. Wayne, Ind., has been Dr. Matthew N. Chappell, psy- | 1945, of the first annual Plastics’ 
+. \ BPpox 7050, ADVERTISING AGE ubes 8 . L . ‘ yne, ‘9 sk . ; appell, ps; 945, e st é last 
ee 1 100 E, Ohio St., Chicago 11, Il. _ | sale does not include the electric|named general manager of KEX,| chological research consultant of | Directory Issue of the publication, 
1 aliracmpable, young girl eee Pe - lamp manufacturing business of | Portland, Ore., recently purchased |C. E. Hooper, Inc., New York, has/ containing a catalog and cross- 
so rad ag th Bg le syeice fo. | the Owensboro company, but in-| by Westinghouse. joined Elliott- Haynes Ltd., To-/| index of the plastics industry. 
ast: tid ritit e assignments. Has had 2% 
OW lededpars office experience—one year in 
Vv vce, fvertising agency. . 
; Box 7053, ADVERTISING AGE 
AGE 100 BE, Ohio St., Chicago 11, (| 
11, !\), (Rreulation Clerk; Young lady thor- | 
bh l} experienced in handling | 
7 B.C. trade publications. | 
pox 7049, ADVERTISING AGE 
3 year 100 EB, Ohio St., Chicago 11, 111. 
coe “MISCELLANEOUS | , 
on won CREATIVE LAYOUTS 
onstimeagmprehensives prepared for news- 
lagazineqper advertising, circulars, book- 
ect ma s, magazines ete., by expert lay- 
ell-rat.aift men—also finished art. Imme- 
r service. Call Superior 8830. 
AGE ONSULTANT ART DIRECTOR 
1, Il ing with creative ideas. Experi- 
eks eed in all types of advertising to | 
age! cuss your problems and help im- | 
son 043, “ADVERTISING AGI + ret 
ret Box (0409, 4 u SING AGE 
_ 100 E, Ohio St., Chicago 11, 11). * a PICTURE 
AGE 
‘fa AS) GALLERY 
——§ED Group Seeks 
a 
dividual Firms’ 
| Esti 
7 ostwar Estimates | 
Akron, O., Jan. 3.—The mar- | 
and ing committee of the Commit- 
for Economic Development, | 
and aged in obtaining business 
utives’ own estimates of the 
arch, twar volume of sales in their | 


rious industries, has up to now 

hered such figures from the} 

cted. ids of more than 600 companies, 
resenting about 200 manufac- 
ing industries. | 
G. MacGowan, manager, mar- | 

ing research department, Fire- 
ne Tire & Rubber Company, and 
rman of the CED marketing | 


’ nmittee, revealed here that his | 

nmittee plans to prepare a com- j 
J ite estimate for each industry | MOTOR AGE f 

i for all industry, based on such | 

ividual appraisals, as’ soon as/| PICTURE GALLERY 

committee obtains what it con- | i . 

rs an ample number of esti- News and Views in Pictures. Full of Punch 

tes and Interest, including plenty of eyefuls ie ; 


Increase Its Readership and Visibility’ 
Plus All the Famous MOTOR AGE Regular Features 


of all kinds that you won't want to miss. 
Look for it in your modern MOTOR AGE, 
as soon as you get it—every month. 


It is vital,” he says, “that an 
rr-all picture of business’ own 
as as to the level of business | 
vity in this country after the 


| 
4 | > 
r should be available, in order | ed 
t we may see, as a nation, | . 


ere we are going.” He says the 7 
THE FIXER 


mmittee must have many addi- | 
| 
The adventures of Frank the Automotive 


ial market appraisals before it | 
Fixer and his friends—one exciting episode 


h prepare its compilation. Indi- 

ual estimates will be regarded | 
after the other—always ending with a punch. 
Grab MOTOR AGE as soon as it comes to 


confidential, he asserts. 
obtain the estimates, the 

see how Frank gets off the spot—and onto 

another one—every month. 


Better than eyer this modern automotive retail business maga- 
zine leads the field as its market approaches the days of its 
greatest value to you. 


onnaires to hundreds of 
hess executives, on which they 
requested to estimate industry 
nd the percentage of such 

’s to the gross national product, 
y for the average postwar 


\ nmittee is mailing four - page 


Back to its billion-dollar volume . . back to its 88,000 or more 
retail automotive outlets (exclusive of gasoline stations) . . back 


ut for various years since 
4%. Space is also provided for 


Git GXINSs 


A brand new automotive comic, featuring 


to its peace-time status, the automotive “after market" again 
will be Number | on the list. 


w York vers to questions about future eal ie et ce 
of sales at prices to ultimate . a ee ee ee ee 4 ivity i 
ts and in “customary units,” | wants and sets out fe get it. How will foe ao rearghert hh om re rag ie m Reon 
| about numbers of persons em- | ex-soldiers get back in the groove? Watch market, w gg Gs one so well in Buying what- 
ved, both for years of peak pro- | "G | GARAGE" and see how it's done. ever you could make for it in time of war. 
and for the average post- 
|, refrig: I period expected by the execu- | N C Watch MOTOR AGE and the automotive "after market". 
s. Over IF. Cw overs Both are going places—and they'd like to have you with them. 
current 
people Prling Drug Purchases | and all the Famous e 
“to bet lton-Davis Chemical MOTOR AGE 
fe chord t ng Drug, New York, has R | F FIRST IN IMPORTANCE — Car Dealers and Independents 
the Hilton-Davis Chemical @ 
e mcjor y division with the trans- egu oF eatur ° 
reached 2 of that $3,000,000 Cin- 
ISID concern. 
A. Hoffman, president of " . 
Javis since April, 1942, has A C HILTO N Publication 
ected a vice-president of 
James F. Thompson 
George W. Nieder, vice- 
ts of Hilton-Davis, have 
med divisional vice-presi- CHESTNUT & 56th STREETS, PHILADELPHIA 39, PENNSYLVANIA 
‘ the parent concern. Ster- 
fives . 1 continue all policies of 


ved company. 


F Yo ‘| to Swertfager 


| Chemical Company, Jer- 
, has appointed the Walter 

ertfager Company, New 
handle advertising. 


SS ou . 7 i 
_ 
Be 
a.3 
ae 
ae 
ae 
p 
a 
- 
+ 
i 
(a 
. 
4 
‘ 
a 
a 
. 
a 
— 
(yy _ _ Sa ~* : > bey Seep wa ¢ é 
ae pi > A Bitatcoe | fl ; im Y eae 
t e i eS $ -“—< . . iN 
aes eS, 3 Bei ig ge 7 a 
awe 4 * ¥ Ses ited crass ss “ } ; 
ie a a — a ‘i - Bi Sli co Sie SSS 
en ee i, TS, ~ rey re Lg oe Sn = See one < } 
- mtn ; 
Deer ss ena Sea i_t Ry 
qi 
A 
4 
c 
$ ; 
4 n " 
7 i 
. Se - 
= ry ~rA ia 
an 
| ‘ 
k 4 
Po : 
wa 
i 
5 
E 
, et 
ETT Bk 
| 


48 
Coca-Cola Aims 


at 440 Outlets; 
Downey to Mutual 


Atlanta, Jan. 4.— Rumors that! 
Coca-Cola Company planned to 
shift its business 
Network to Mutual were partially 


from the Blue | 


substantiated today when the com- | 


pany announced that on Feb, 5 
Morton Downey ’s five times 
weekly musical series will shift to 
the 12:15-12-30 p. m., EWT, spot 
on the Mutual network. 

Chief reason for the move seems 
to be the company’s desire to 
reach as many stations throughout 
the country as possible. Coca- 
Cola pays the talent on the show, 
but local bottlers handle the line 


Artists’ Materials & Rubber Cement 
Printers’ Padding Compound 


S. S. Rubber Cement Co. 
314 N. Michigan Ave., Chicago 1, Il. 
Central 3373 


| charges. 
| Cola can contract with Mutual for 
a network of 240 stations, with 
|the expectation that 200 of its 
bottlers will want to place the 
show on independent outlets. 
| Downey’s songs are currently 
heard on 189 Blue stations. 
Agency in charge is D’Arcy Ad- 
vertising Company, St. Louis. 


Manhattan Leaves Blue 


Manhattan Soap Company, New 
York, on Jan. 24 will discontinue 
“Scramby Amby,” audience par- 
ticipation series, heard Wednesday, 
10:30-11 p. m., EWT, on 177 Blue 
Network stations. The program 
plugs Sweetheart soap and _ is 
handled by Duane Jones Company, 
New York. 


Tibbett for Sinatra 


Marking what Lawrence Tib- 
bett’s agent calls “the first regular 
engagement of a leading operatic 
and concert artist to sing current 
hits on a program devoted to 
popular music,” Lawrence Tibbett 
replaces Frank Sinatra Jan. 6 on 
“Your Hit Parade,” Saturday eve- 
ning 45-minute show, sponsored 
on CBS by American Tobacco 


Under this setup, Coca-|Company, New York, for Lucky 


Strikes. 

Sinatra is reported to have 
broken his contract with the com- 
pany because of the heavy line 
fees and union charges he had to 
pay while the program originated 
from New York and he was in 
Hollywood. His own program for 
Max Factor cosmetics started on 
CBS Jan. 3, Wednesday, 9-9:30 
p.m., EWT. Format of the Lucky 
Strike show has not been changed, 
with Joan Edwards as feminine 
singing star and Mark Warnow’s 
orchestra. Agency is Foote, Cone 
& Belding, New York. 


G-E’s ‘House Party’ Set 


General Electric Company, for 
its appliance and merchandise de- 
partment, Bridgeport, Conn., will 
launch the “G-E House Party” 
over the full CBS network begin- 
ning Jan. 15. The show will be 
heard Monday through Friday, 
4-4:25 p. m., EWT, originating in 
Hollywood and later touring other 
cities (AA, Nov. 20). Starring Art 
Linkletter as m.c., the program is 
designed to give direct support to 
G-E appliance dealers “as a fur- 
ther means of preparation now for 


postwar business.” An audience 
participation and listener’s mail 
box show, it will be broadcast 
from a studio stage set as a mod- 
ern home, with G-E appliances 
installed to elicit housekeeping 
and homemaking information. 
Agency is Young & Rubicam, New 
York. 


‘Cooking’ Changes Time 


“What’s cooking,” sponsored on 
the Blue Network by Chef Boy- 
Ar-Dee Quality Foods, Inc., Mil- 
ton, Pa., changes time starting 
Jan. 6, when it will be heard each 
Saturday .morning at  10-10:25 
a. m., EWT; 9-9:25 a. m., CWT; 
10-10:25 a. m., MWT; and 9-9:25 
a. m., PWT, over 193 stations. The 
music and menus program pro- 
motes Chef Boy-Ar-Dee spaghetti 
dinner and spaghetti sauce. 
Agency is McJunkin Advertising 
Company, Chicago. 


S-B Shifts Family to Blue 


Prior to the launching Feb. 4 by 
Standard Brands, Inc., New York, 
of “The Eddie Bracken Show,” 
8:30-9 p. m., EWT, on NBC, the 
company will shift “One Man’s 
Family,” which now occupies that 


» MAKES GOOD 


. and how ? > 


Thirteen weeks—renewed nine times—that’s two 
years & thirteen weeks and still going strong. Yes, 
another home-town Baltimore success, High Rock 
Ginger Ale, on Baltimore’s own big home-town sta- 


tion—WFBR. 


*“Your World Tonight’’—a hot-off-the-wire dramatic 
news program that can and does compete with net- 
work shows, has been sponsored for over two years 
by High Rock Ginger Ale, now the Jargest selling 
ginger ale in Baltimore. 


News is taken off the wires up to 7:15 P.M. A staff 
of writers begins preparing dramatic presentation. 
Rehearsal starts approximately 7:25; air time is 7:45! 


...or how to win the 
Baltimore market ! 


Last minute news bulletins are picked up just before 
air time and inserted near end of program. Commer- 
cials written to conform to the style of the program 


have proved one of the most interesting features. 


A recent free offer of an atlas brought one thousand 
requests—exhausting the supply. 


Remember the above facts when people start 
talking about RESULTS in Baltimore! Yes, if you 
want to know what to buy in Baltimore. . 
the successful home town boys have always bought 


~ Sere fers eee 


*Agency: Leon S. Golnick & Associates 


MEMBER — MUTUAL BROADCASTING SYSTEM @ NATIONAL REPRESENTATIVE — JOHN BLAIR & CO. 


. buy what 


Advertising Age, January &, 19 dvertis 
time, to the Blue Network. fff, 
tive Jan. 30, that “family historfP ie ies 
show, on the air since 1932, wi ie i 
be heard Tuesday, 7:30-8 ». » 

EWT, with a repeat at 10:30 p 


for the central, Rocky Mou 4 
and Pacific areas. Produc ar 
moted is Tenderleaf tea, with 
Walter Thompson Company 4 . 
agency in charge. quik 
Stokely Starts on MBS 
Stokely-Van Camp, Inc. jg (Con 
dianapolis, on Jan. 29 will laung pro 
“Take it Easy Time,” a music fe 
series featuring Frank Novak’s 9 ain, an 
chestra, on 112 Mutual stati sin. T 
Monday, Wednesday and Frid, ity afte 
11:30-11:45 a. m., EWT. Promoffpeciari 
ing Van Camp canned foods, tWBvortisir 
program will give tips on how bases 0 
“take it easy.” Agency is Calkiy at the 
& Holden, New York. ssa f 
a oon 
2 rticula! 
Chemical Dryer Bi: 
th copy 
of Rayons Testedge. “1 
WSDc 
in Five Cities bates 
Chicago, Jan. 2.—A new chengmsy ne\ 
ical product, Nylo, which is addg™jeech m 
to rinse water when launderigjjn 1n 
rayon stockings, is being tested ym imme 
Altheimer & Baer, prime distribgijsenteel 
tor, in New York City, Clevelangmarby V 
Milwaukee, Lincoln, Neb., and } Fev 
Moines, Ia., department stor. 
Addition of Nylo renders raygmlf the 1 
hose easier to dry, more elasi™mt for a 
and less shiny, it is claimed. ly be x 
Advertising of the product beiqgnpowe 


e dome 


offered to jobbers and chain stor 
pether, 


will be handled by the deale 


with material for newspaper age Prob: 
and displays supplied by Althe ll be 
mer & Baer through Fremomp@y, 8 
Advertising Agency, Chicag@antities 
Dealers will be allowed 10% | ration 
the purchase price of the produg@f¥™Y 4 
for this promotion. rope a 
Laboratory - test certificates @restric 


ilian — 
tted, a 
wing tk 
azer \ 
duced, 
000. 


the new product bear out clair 
that by its use hose will dry 
eight hours instead of the usuj 
24 to 48 hours when conventio 
ally rinsed. The chemical al 
tightens up fhe hose to give 


snugger fit and creates the digeoably 
finish women desire in stocking mths , 
The product is marketed on aye 
guaranteed basis, according # ae 
Milton L. Altheimer, head of te PO! 
concern which controls output ¢ Act 
several furniture and_ special he Gr 
factories. th the 
named 

Chicago World Trade sot 
Meet Set for Feb. 19 le thre 
The 1945 Chicago World Traigth Dod 
Conference, to be sponsored jointfll have 
by the Chicago Association @lenty « 
Commerce and the Export Mag peopl 
agers Club of Chicago, Feb. |g? wheel 
will discuss opportunities and will 
problems facing foreign tradeggél to w 
now and after the war. __ #Prahan 
Harry Salinger, vice - presidegg™ im) 
for foreign commerce of the assay be 
ciation, and vice-president of fomeh pro 
eign banking of the First Nationgj‘or th 


Bank of Chicago, will be chairmagg™e ar 

of the conference. ntally 

eememenemen m mo} 

; and 

Jacobs Names Mulkern §) jit; 
Joseph Mulkern, formerly wit 

Outdoorsman, Chicago, has bee co 


appointed promotion manager 
American Lawn Tennis and Ai 
published by Wm. P. Jacobs, Cll 
wn, 5. C. 


Coil Joins Aurex 

Grover C. Coil, formerly w' 
Western Electric Company 
Zenith Radio Corporation, Chics 
has joined Aurex Corpor:tol 
Chicago, as assistant to the } resi 
dent and director of sales of .\! 
hearing aids. 
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raham-Paige to 


-8 . 
330 | 
Infor Auto, F 
luc nfer u 0, arm 
, With 
any th s Fy | d 
quipment fields 
IBS 
Inc (Continued from Page 1) 
ll laungit) prominence. Maybe some 
| Musical] fellows will become big 
'Vak’s offfain, and some big fellows small 
Stationff,in. There is always this possi- 
1 _Fridafiiity after a lull in production.” 
Promoffpeclaring that the industry’s 
OOGS, tiBvertising is now in the early 
n how faces of reconversion, he said 
S Calkigliat the coming months will wit- 
ss a greater intensification of 
oduct advertising, but warned 
rticularly that everyone must be 
TEP Ercful not to mislead the public 
| th copy that implies the war is 
sted er. “I can tel! by reading the 
wspaper,” Mr. Frazer asserted, 
yhether our absentee curve will 
up or down,” relating that too- 
‘w chegisy newspaper headlines on a 
is addg™meech made by CED’s Paul Hoff- 
underiggen in Youngstown resulted in 
tested fm immediate increase of 7% in 
distribgmsenteeism in Graham - Paige’s 
‘levelanamarby Warren, O., plant. 
ne Few Cars Immediately 


f the European war should drag 


rs ray - shol 
-e clasif/mt for a long time, it will prob- 
ned. ly be necessary to release some 


pnpower and material to hold 
e domestic transportation system 
pether, Mr. Frazer said. But 
p probabilities are that no cars 


uct beir 
aln storg 
> deale 


aper ad Pasir A 
y Althefmll be made for civilians until 
FremomDay, and then only in limited 
hicag@pantities and under some sort 
10% om tationing program. 


nly after the war ends in both 
trope and Asia is it likely that 
restricted use of facilities for 
jilian production will be per- 


> produ 


icates ( 
ut clain 


ll dry med, and it is in the year fol- 
he usuf’ing this happy event that’ Mr. 
iventiogmezer visualizes 6,500,000 cars 


duced, and advertising of $160,- 
000. First trickles of cars will 
bably reach the market four 
mths after the green light is 
shed, but it will take at least a 


ical al 
> give 
the d 
stocking 


ed on 

rding ar before any really new models 

id of tae produced, he said. 

output ¢ Active in Two Fields 

speciairhe Graham-Paige bid for favor 
th the motoring public, as yet 
named (‘because the admen 

ide ven’t agreed yet on the best 


1g me’), will be a step above the 
ig three” in range, competitive 


ld Tra@™th Dodge and similar models. It | 
2d jointifll have, according to Mr. Frazer, | 
ation @lenty of leg and seat room for 


yrt MamK people, but the shortest possi- 
Feb. 1 wheelbase and over-all length,” 
ties anmd will definitely be built to ap- 


tradeqmal to women. 
rraham-Paige’s assault on the | 
presideggm implement field will prob- 
the assy be equally spectacular, with 


+h products as a cotton culti- 
Nation@#tor that does its work with 
chairmame and is reported experi- 
Pntally to cut weeding costs 
m more than $6 to 47 cents an 
€, and which Mr. Frazer thinks | 


it of for 


kern Bi ultimately invade the corn 
rly wit ut 

nas bee™l’he company is also acquiring 
nager @pts to the Rototiller, a Swiss 
und Ain@’ention which is now said to be 
‘bs, Cling@ected for use on all sizes of 


ms. and which is said to do 

complete job that a once- 
er with the machine leaves a 
ld ready for planting. In fact, 


rly w Frazer reported experimental 
ny the machine, hitched to a/| 
Chicag ahain-Paige tractor, and with a | 
por te 
he pre 
of Aur 


MEET YOUR CONTRACTOR- 
BUILDER CUSTOMER”— 


ne sensational descriptive booklet of 
the Luilding Market, Contains informa- 
mportially presented that's easily 
stood about the building that all 
© alking is about. 


for a copy of this booklet, just 
@ press, or ask your advertising 
wae °O° cy about it. 


~® 
or 
~¢' ’ 
gk i p 
\\ 
} 
4 i$ 


——— 


corn planter hitched behind, which 
enables the entire job of plowing 
and planting to be performed in a 
single operation. 


Harrison Leaves Marlin 


for Universal Labs 


Leonard Harrison, with the Mar- 
lin Firearms Company, New York 
and New Haven, as advertising 
manager for the 
past five years, 
has resigned to 
become adver- 
tising director 
of Universal 
Laboratories, 
Ine., Long 
Island. Roger 
Kenna, vice- 
president in 
charge of sales 
of Marlin razor 


blades and {eonard Harrison 
guns, tempo- 
rarily will direct Marlin advertis- 


ing. 

Mr. Harrison will handle adver- 
tising on Djer-Kiss, Mavis and 
Delettrez cosmetics, as well as the 
line of proprietaries of the Ameri- 
can Druggists Syndicate. 


‘Keating’ Sneers 


Last week ADVERTISING AGE re- 
ported on the hoax that John 
Eckels and James B. Hill, Cincin- 
nati copywriters, perpetrated on 
innocent editors by creat: 1g Byron 
Keating, mythical ad tycoon, re- 
porting that the playful copywrit- 
ers were on the staff of Perry- 
Brown, Inc., Cincinnati agency. 
This was promptly denied by 
Perry-Brown and “Byron Keat- 
ing,” although both slyly declined 
to give the correct address. Re- 
vising his last week’s version (as 
above), AA’s Cincinnati corre- 
spondent now nails the irrepressi- 
ble wits to the staff of Ralph 
Jones Company. If this, too, is 
wrong, AA’s Cincy correspondent 
is hereby invited tc follow Mr. 
Keating’s example and inter him- 
self in somebody’s desk arawer. 


James to Glidden 


L. C. James, recently chief of 
the protective coatings section of 
the OPA chemical and drug price 
branch, has joined the Glidden 
Company, paint manufacturer, as 
manager of automotive sales. 


Racing Publications 
Suspended Temporarily 


Three racing publications, issued 
by Armstrong Publications, Inc., 
New York, and the Daily Racing 
Guide, published by Triangle Pub- 
lications, Inc., were temporarily 
suspended Jan. 3, when the gov- 
ernment ban on racing went into 
effect. Two other Triangle papers, 
the Morning Telegraph and the 
Daily Racing Form, are still being 
published, but plans cannot be 
disclosed at this time, reports Wil- 
liam A. Kennedy, New York man- 
ager. Suspended Armstrong pa- 
pers include the William Arm- 
strong Daily Sports, National Rac- 
ing Program and Daily Green 
Sheet. 


Lynn Baker Joins Mathes 


Lt. Col. Lynn Baker, with the 
headquarters division of the Army 
Service Forces for the past two 
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| and a half years, has joined J. M. 


Mathes, Inc., New York, in an 
executive capacity, and will spe- 
cialize in variety store merchan- 
dising and advertising. Colonel 
Baker formerly headed his own 
agency, and previous to that was 
a vice-president of the J. Walter 
Thompson Company, New York. 


NATA Elects 


Transportation Advertising Com- 
pany, Chicago, has been elected to 
membership in the National Asso- 
ciation of Transportation Adver- 
tising. 


Philharmonic Appoints 

Philharmonic Radio Corporation, 
New York, has appointed St 
Georges & Keyes, Inc., New York, 
to handle advertising, effective 
April 1. Newspapers, business 
publications, magazines and radio 
will be used. 


GIBBONS 


AOVERTISING 


KNOWS CANADA 
J.J. GIBBONS LTD. 


PSV SMAMOIS OE 


A Newspaper 
EXTRA... 


eye 


or 
—— 


EYE-DENTIFICATION 


It is axiomatic that the brain accepts, understands 


‘and retains what the eye sees far better than what 


the ear hears. With some products long away from 


store shelves and floors, with scores of new products 


sure to enter the postwar picture, eye-dentification 


is more than ever vital to productive advertising. 


More eyes will see the picture of your product 


in the Herald-American than in any other Chicago 


evening paper. 


Chicago 
HERALD-AMERICAN 


EVENING AND SUNDAY 
Nationally Represented by HEARST ADVERTISING SERVICE 
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Lever-Pepsodent 
Sales Force Armed 
for Postwar Battle 


(Continued from Page 1) 
mer Pepsodent Company head, 
said at the outset, “We don’t have 
the philosophy of saying ‘Here’s 
what you salesmen must do,’ but 
‘Here’s what the company must do 
to deserve the best sales force in 
the world.’ ” 

He stressed his belief that a 
sales organization is to its com- 
pany as a roof is to a house, “and 
you need a solid foundation upon 
which to build a good roof.” He 
said each man of the new com- 
bined force “is no longer a former 
Lever man or a former Pepsodent 
man, but as of the opening of this 
meeting, he is a member of the 
Pepsodent Division.” 

Mr. Luckman’s welcome to for- 
mer Lever men was matched by 
the salutation given former Pepso- 
dent men by A. F. Bernhard, 


| Lever vice-president in charge of 
|}sales. Mr. Bernhard expressed to 
|the entire group hearty good 
wishes for success from Lever’s 
official family at Cambridge, Mass. 

A statement by Francis A. 
Countway, president. of Lever 
Bros., read in his absence, said 
that Lever Bros., which this year 
is celebrating its 50th anniver- 
sary, had long sought an attractive 
partner in the drug field, had 
courted several, and had proposed 
to one. Lever chose Pepsodent, he 
said, because of the excellence of 
Pepsodent products and _ trade 
standing, because of its progres- 
sive organization, because Lever 
and Pepsodent products are not 
competitive, and because Pepso- 
dent men are “our kind of people 
personally.” 


Postwar Plans Set 


First indication of what the 
merger might mean was given by 
Mr. Luckman in a brief discussion 
of postwar prospects, prefacing his 
remarks by saying actual details 
of postwar plans would not be 
revealed at present. 

“You deserve to know, how- 
ever,” he said, “that our postwar 
plans are all worked out in every 


detail. These plans will assure 
you that, at the end of the war, 
you will be able to more than 
meet the severe competitive situa- 
tion that we can all be sure will 
exist at that time.” 


Slide Film Shown 


The salesmen then were made 
familiar with all the products they 
will sell by the showing of a slide 
film titled, “Exclusively Yours.” 
The film explains how the sales- 
man’s job will be easier because 
he will have an unequaled line 
of 26 big-volume drug items to 
sell, each with “an extra plus of 
its own.” ‘It. explains chronologi- 
cally how Lever Bros., starting 
with a single item—Lifebuoy soap 
—expanded its line to include Lux 
flakes and toilet soap, Rinso, Swan 


soap, Lifebuoy shaving cream, 
Vimms vitamins, Lypsyl lip pom- 
ade, and Spry. Then it takes 


up Pepsodent’s history from the 
time in 1915 when it introduced its 
immediately successful toothpaste 
to its present all-time high pro- 
duction of toothpaste, powder, and 
tooth brushes. 

The film is especially interesting 
in its report on Mr. Countway’s 
discovery, made in a golf club 


shower room in 1925, that Life- 
buoy soap stops b. o. Immediately 
the b. o. theme was inserted into 
the advertising and it has since 
become one of the most famous 
advertising themes in the busi- 
ness. 

James Barnett, vice-president in 
charge of advertising, emphasized 
that advertising, which he de- 
scribed as “a good left halfback” 
on a sales team, had contributed 
greatly to the marked success of 
the various Pepsodent and Lever 
products. , 


Tells Advertising Plans 


Representatives of the four 
agencies handling the combined 
Lever - Pepsodent products — J. 
Walter Thompson Company, 
Young & Rubicam, Ruthrauff & 
Ryan, and Foote, Cone & Belding 
—explained in detail the best 
merchandising and _ advertising 
points for the various items, the 
methods used in determining their 
salability, and plans for future 
campaigns. Their talks were 
given with the aid of slide films, 
sound recordings of radio pro- 
grams and spot announcements, 
chart presentations, and even a 
demonstration of how the famed 


SOLID CINCINNATI READS 
THE CINCINNATI ENQUIRER 


“1 wish it were as easy to pick the right newspaper 


in every city as it ts in Cincinnati” 


‘The most interesting newspaper in Cincinnati. Young! (For all 
its 104 years!) Vigorous. On its toes. Looking ahead. Packed with 


more features, better features. 


Crisp, easy-to-read news editing. 


The Enquirer is geared—and we mean high gear—to reflect and 


appeal to the so 


li 


i 


d, substantial, thinking citizens of this solid market. 


The Cincinnati Enquirer is represented by Paul Block and Associates 


—— 
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b. o. foghorn sound is pre 
by Sonovox. In most cases, 
for increased advertising ex), 
tures on 1945 campaigns were ; 
dicated. 


Lifebuoy Campaign 


It was explained that, for 
buoy soap, the Bob Burns 
will continue on NBC; radio 
will continue in an undeterm) 
amount; comics insertions wi|| ap 
pear in many Sunday newsp: per 
doubling the 1944 comics cam 


paign. and advertisements wij 
appear in various’ servicemen 
publications. 


For Lifebuoy shaving creay 
1944 comics insertions wil! } 
about doubled with insertio 
scheduled to appear in newspape 
and Puck—the Comic Weeki 
radio spots will continue, and ag 
will appear, as space is obtained 
in Liberty, Life, Look and otha 
national magazines, none of whic 
was used in 1944. 

For Swan, the George Burns an 
Gracie Allen show will contin 
on CBS, and there will be anothe 
national magazine campaign wit 
four-color insertions on a 12-tim 


» freeze 
pvernm 
paled t 
ppropri 
ithout 


basis in Better Homes & Garden a 
Good Housekeeping, Ladies’ Hom lf the 
Journal, McCall’s, and True Storgiprough 
26 insertions each in Life anions, of 
Look, and a substantial number @pivately 
insertions in farm magazines. tually 

The daytime CBS serial, “Brighfifions. I 


Horizon,” will continue to plygAM ct 
Swan, as will radio spots, and cagmusiness 
cards will be used for the firg™count 
time. psal. 
Lux flakes and soap, it was saidfvice 01 
will be featured in magazine an 
newspaper ads, and on the “Lu 
Radio Theater.” Lypsyl’s campaig 
budget has been set four time 
higher—its popularity having bee 
| raised as men in the armed forca 
| found it useful. 
| Vimms will advertise again thi 
|year in national magazines, an 
will for the first time use medic: 
journals. Nineteen medical pu 
lications are scheduled. In thes 
and by direct mailings, an attem 
will be made to gain increasin 
favor for the product among dog 
tors throughout the nation. 
| Pepsodent’s toothpaste, whic 
|had its greatest year to date } 
1944, will continue with the Boring 
Hope program on NBC. tion, 
For Pepsodent tooth brush, f@ps bee 


e war 
DT say 
t, con\ 
lot of 
han ac 
Use o 
esenta 
>a sou 


/which there was only some cqgade pu 
|card advertising last year, 13 agpeustry 
'each are scheduled in Collierg§ Action 


| Liberty, Life, Look and The Sapnventi 


hirs. 


lurday Evening Post. These agpncedec 
will emphasize the point th@gpssibili 
“Every Pepsodent brush has tigpsadvan 
| straight line design most dentisqPs wot 
| recommend.” ut” fo! 
| For Pepsodent powder, comiggltance 
| will be used twice as frequent bility 

/as last year, with insertions sche@pPlied 
|uled for 59 Sunday papers. assified 


Drugstore Promotion Plan 
| Walter McKee, vice-president! 


phn P 


| charge of sales, revealed that bé Vp 
ginning next Monday the salesmé ° 

| will begin in their newly assignef§ Col. J 
territories to offer a large, expemggctor of 


sive drug store promotional plag§nce his 
titled ‘“‘The Parade of Stars.” le Ari 
plan, he said, is a truly un ree la 


| promotion, including all of w ha 
| merchandising tools that druggist nte 
| the nation over have found to de 
| real aids in inducing customers @enera. 
buy. This plan will be closely tiegeer of I 
in with the heavy advertising $¥ftcoor 
the Pepsodent Division line. Si! 
Phil Kalech, sales manager, & 
plained that there will be lf@sno 
managers, salesmen and junig@ally 1 
salesmen in the nationwide saiq@jfom hi 
setup, as compared with about 4f°S!\ io 
formerly used by the Peps deqges « si 
Company and a few more ‘lage ocen 
that by Lever Bros. drug div siof§ Be ore 
| District headquarters have Deegrec or 


set up at New York, Ch cag AB an 


| Cleveland, Philadelphia, At 2” pl M 
New Orleans, St. Louis, M nn@g@w an 
| apolis, Dallas and Los Angel*: a 


Amer. Radiator to BE OG tis 

American Radiator and St: . 
Sanitary Corporation, New 
maker of heating and plu 
equipment, has shifted its a 
from Blaker Advertising Age ‘Y#. * 
Batten, Barton, Durstine & Os boy’ "4 
New York, effective immed 
The company’s most recent 4 
| scale advertising was in 1943 v4 
| 100 newspapers were used t 
mote the modern plumbing “Mj” 50, 
heating products housewive “@ it 
expect after the war. go 
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#DT Sees Hope 


efand 


heqmgDT says. 


#@® a source of local meetings, re- 


@pdustry, it is said. 


: bhn Paver Joins NOAB 


Mppointed vice- 


fmeneral man- 


sdvertising Age, January 8, 1945 


or Byrnes’ Ban 
yn Conventions 


Continued from Page 1) 

ed that ODT’s position on 
ntions was shared by WPB 
the Army and Navy. But 
ese agencies have not openly 
pported ODT and will not with- 
t White House pressure. 

On the contrary, it is pointed 
t here that spokesmen from 
pvernment agencies are gener- 
ly featured speakers at conven- 
ons. The military and civilian 
vencies in the past have cooper- 
ed wholeheartedly with program 
airmen on the theory that con- 
pntions offer a rare opportunity 
» explain the government’s pro- 
am to influential groups. 

In the past, ODT has attempted 
) freeze the convention-going of 
pvernment officials. It even ap- 
paled to the House and Senate 
ppropriations committees, but 
ithout much success. 


Army Men Fear Ban 


If the Byrnes office does come 
bough with a ban on conven- 
ons, Officials of many agencies 
ivately concede that it could 
tually interfere with their oper- 
ions. For instance, at the recent 
AM convention in New York, 
siness leaders got a first-hand 
count of surplus property dis- 
psal. They received important 
Hvice on war production from top 
rmy Officials. 

As a substitute for meetings, 


jain 
pny 


DT suggests three kinds of 
ound robins.” The first is the 
miliar meeting by mail. Sec- 


idly, it offers the possibility of 
“meeting by transcription,” and 
bird, a “convention in print.” 

A number of organizations have 
ed conventions by mail during 
e war with considerable success, 
In fact, it is pointed 
t, conventions by mail eliminate 
lot of the lost motion involved 
an actual meeting. 

Use of transcriptions involves 
esentation of speeches by record 


iring a minimum of transpor- 
tion. The convention in print 
as been profitable both to the 
ade publication involved and the 


Action by Mr. Byrnes banning 
ventions and trade fairs, it was 
mceded here today, is a likely 
ssibility in spite of the many 
advantages. If issued, the rul- 
g would probably involve an 
ut” for meetings of obvious im- 
tance to the war. In all prob- 
bility it would be drastically 
yplied to non-essential and un- 
assified activities, and to trade 
hirs, 


V.P. and Manager 


Col. John Paver, managing di- 
ctor of the Traffic Audit Bureau 
nce his honorable discharge from 
le Army air 
last Aug- 
has been 


resident and 


er of National 
door Adver- 

Bureau, 
York. He 
asnotoffi- 
fall resigned 
m his TAB 
ion, nor 


John Paver 
successor 


en named. 


re the war, Col. Paver was | 
rr Of field service for the | 
AB and was associated with Dr. | 


ni a McClintock as Harvard Fel- | 


ind research associate on | 
ic and Trade,” which led to 
tion of the TAB. He was 
ne of the directors of the 


tising Research Foundation’s 
w display research, took} 
in promotion activities at | 


western University, and pre- | 
y had been with the product 
ch division of Sunland Sales | 


ration of California. } = 


CAPPER’S 


The ONE National Farm Magazine that Speaks the Farmer’s Language 


e ler Moves 


non S. Weiler, Advertising, | 
go, is moving to larger quar- | 
N. Michigan Ave., | 


it 664 
go 11. 


Blackett Admits Harms 
and Wilson as Partners 


Marvin Harms and Robert G. 
Wilson, vice-presidents and ac- 
count executives of Hill Blackett 


Robert G. Wilson 


Marvin Harms 


& Co., Chicago, have been admitted 
to general partnership in the 
agency. 

Both of the new partners have 
been associated with Hill Blackett, 
president, for the past eight years. 
Both were vice-presidents in the 
former advertising agency of 
Blackett - Sample - Hummert and 
continued in the same capacity 


with the Hill Blackett agency 
when it was formed last year. 


MRS. RUTH SIMMS 


Rockford, Ill., Jan. 3.—Funeral 
services will be conducted at 
Albuquerque, N. M., tomorrow for 
Mrs. Ruth Hanna McCormick 
Simms, 64, publisher of the Rock- 
ford Register-Republic and Morn- 


|ing Star, Republican national com- 


mitteewoman ftom New Mexico 
and former Congressman-at-large 
from Illinois. She died at Billings 
Hospital, Chicago, Dec. 31, suffer- 
ing a relapse following an opera- 
tion Dec, 4. 

Mrs. Simms _ purchased _ the 
Rockford Daily Republic in 1928, 
later merging the publication with 
the Register-Gazette and with the 
Morning Star. She was president 
and publisher of Rockford Con- 
solidated Newspapers, Inc. 


WALTER BARUSCH 


San Francisco, Jan. 2.—Walter 
Barusch, 50, founder of the Walter 
Barusch Advertising Agency, died 
yesterday at Palo Alto Hospital 
after an illness of several months. 
He had served for several years 
on Bay area newspapers and later 


became managing editor of the 
Daily Record, Oakland, and pub- 
licity director of a chain of San 
Francisco theaters. In 1929 he 
founded the agency which bears 
his name and_=e specialized in 
handling organizational and politi- 
cal events. 


H. S. RICHLAND 


East Orange, N. J., Jan. 2.— 
Herbert S. Richland, 49, advertis- 
ing and sales manager of Pal 
Blade Company, New York, and 
former vice-president of Peck Ad- 
vertising Agency, died Dec. 31 in 
Newark Memorial Hospital after 
a fortnight’s illness. 


JOHN C. BENSON 

Atlantic City, Jan. 2—Funeral 
services were held here Dec. 29 
for John C. Benson, 75, newspaper 
publisher and advertising agency 
executive who died Dec. 24. Mr. 


51 


| Benson was founder and publisher 
\of the Atlantic City Daily Press, 
| which merged with the Evening 
| Union in 1919. At one time he was 
|manager of the Dorland Adver- 
tising Agency, Atlantic City. 


Heads ‘Hardware World’ 


Edward M. Grinnell, for the 
past seven years editor of Hard- 
ware World, Chicago, has been 
elected president of the publica- 
tion, succeeding the late Malcom 
E. Wyckoff. 


Adopts Product Copy 


Kelley - Koett Mfg. Company, 
Covington, Ky., producer of X-ray 
equipment, has adopted a straight 
product selling theme for its 1945 
advertising campaign to be placed 
in medical and industrial journals. 
Keelor-Stites Company, Cincin- 
nati, is the agency. 


CHURCH PROPERTY 


Published Bi-monthly since 1936 at Milwaukee, Wis. 
to the Design, Construction, Maintenance and Furnishing of 
Catholic churches, schools and institutional buildings, 
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What Bankers Know 
about the readers o 


CAPPER’S FARMER 


Bankers in farming communities know the people they 
serve... they know the background of the families. . . they 
know the kind of land, equipment, and ability that it takes \. 
to make farming pay... that’s why Capper’s Farmer checks | 

its subscriber lists against the banker’s intimate knowledge 

of farmers. And here are typical replies regarding our 
1,200,000 practical farmers who are working the rich 


— 


farmlands of Mid-America: 


(lowa) 


"90% 


"Every reader of Capper’s 
Farmer is one of our best 
farmers,’’ 
Schaeffer, V. P., First Na- 
tional Bank, Viroqua, Wis. 


“Our best fixed farmers 
get it,” 
Prokop of the Griswold 


read Capper’s Farmer,” 
says J, 
First National Bank, Car- 
men, Okla. “Yes, 90% of 
them read Capper’s Farm- 
er,’ reports Assistant Cosh- 
ier Lois Behm. 


says V. R. 


says President 


State Bank. 


of our best farmers 


R. Pate, President, 


Of 71 subscribers to Cap- 
per's Farmer W. E. Van 
Tuyle, President, State 
Savings Bank, Clinton, 
Mich., rates 70 as tops. 


“There's a bunch of high 
class farmers!’ says 

* Wayne Cahill, Cashier, 
», Peoples National Bank, 
Georgetown, Ohio. * 


“The readers of Capper's 
Farmer are among the 
most substantial farmers 
in our community,” says J. 
i» V. Brockshear of the Ist 
National Bank, Burkbur- 
nett, Texas. 
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know the farmers who 


read Capper's Farmer 
» around here; they are 
among our best,” says C. 
C. Johnson, Cashier, Starke 
County Trust & Savings 


Bank, Knox, Ind. 


FAR 


“The best farmers read it,” 
says |. C. Rush, Cashier, 
Ist National Bank, Wash- 
ington, Kansas. 


125 farm families who 
subscribe to Capper's 
| Farmer are highly re- 
' garded by J. R. Kenner, 
President, Thayer County 
Bank, Hebron, Neb. 
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22 Major Agencie 
Bill $515,000,000 
on 44 Accounts 


(Continued from Page 2) 
(Ingersoll watches, etc.), and lost 
Kolynos tooth powder of Ameri- | 
can Home Products to Dancer- 
Fitzgerald-Sample. 

The Kolynos addition was part- 


ly responsible for the growth of | 


Dancer - Fitzgerald - Sample from 
an estimated $19,000,000 in 1943 
to more than $23,000,000 last year, 
although most of the gain resulted 
from expansions by 
Nearly all of D-F-S billings came 
from Sterling Drug radio and its 


parts of American Home, General | 


Mills and Procter & Gamble. 
Three Name Newell-Emmett 


Newell-Emmett Company had | 
three major additions—Decca re-| 
cords, from Doremus; Northwest | 
Airlines, from BBDO, and Syl- 


old clients. | 


vania Electric, from Kudner—and 
lost Republic Aviation in 1944. 
|Some retrenchment by Liggett & 


| Myers, which accounts for about | 
40% of its volume, was offset by | 
more activity ‘by Loose-Wiles, 


Pepsi-Cola and Sherwin-Williams, 
resulting in an over-all gain from 
about $19,000,000 to more than) 
$20,000,000. 


Biow Forges Ahead | 
On the strength of several addi- | 
tions, no losses, and large- scale | 
| campaigns by a ‘half dozen major | 
/accounts, Biow Company moved | 
up from $16,000,000 in 1943 to | 
$20,000,000 in 1944. The year’s 
‘additions included Hunt Brothers | 
Packing Company on the West 
Coast, Schenley’s Roma wine, and | 
Schenley’s penicillin, which is 
sponsoring a nationwide network | 
program. Philip Morris kept go- | 
ing at a $6,000,000 clip; Schenley | ‘ 
Royal Reserve whisky, $3,000,000, | 
}and Procter & Gamble (Teel den- | 
| tifrice and Lava soap), Eversharp, | 
| Lady Esther cosmetics and Bulova 
watches, at $2,000,000 or more} 
| each. 
| Percentage - wise, Benton & 
Bowles and Kenyon & Eckhardt 


made probably the largest gains in 
billings among the major agencies 
during the year. Neither lost an 
account and both gained several. 
B&B acquired from Kudner the 
flour and cereal divisions of Best | 
Foods, effective next March, and 
thus has all of this account, and 
early last year, from Kudner, B&B 
obtained Bituminous Coal Insti- 
| tute. Procter & Gamble gave B&B 
its P&G white laundry soap and 
the new Velvet Skin hand lotion, 
and Western Electric hearing aids 
and Yuban coffee, from Charles 
W. Hoyt Company, went to this 
agency. General Foods still ac- 
counts for half or more of B&B 
billings, but Best Foods, Florida 
Citrus and Procter & Gamble are 
all in the $1,000,000-and-more 
group. Can Manufacturers’ Insti- 
tute expanded substantially in 
| 1944. During the year B&B’s 
rolume is said to have risen from 
about $14,000,000 to $18,000,000. 


K&E Billings Increase 


Acquiring Thompson’s part of 
| Kellogg, and thus getting all of 
‘the Kellogg account, and NAM’s 
National Industrial Information 
Committee, from Kudner, Kenyon 


_ 


OHIOS BesI* 


& Eckhardt moved up from about 
$12,000,000 to $18,000,000. The 
NIIC billings will not be a factor 
until 1945, but the agency’s part 
of RCA, increased billings on 


American Fats Salvage Committee, 


Borden, Kellogg and Standard 
Brands were factors last year. 


Reopens Foreign Offices 

Erwin, Wasey & Co. expanded 
domestic billings from $11,000,000 
to $14,000,000 and foreign billings 
from $2,250,000 to $3,000,000 dur- 
ing the year, to build its total from 
$13,250,000 to about $17,000,000. 
The reopening of some overseas 
offices and a new Canadian office 
are expected to accelerate the for- 
eign growth. In 1944, Erwin, 
Wasey added, among others, Air- 
craft Accessories and California 
Wine Sales, and added and lost, 
Republic Aviation, which went to 
Albert Woodley Company. The 
agency’s domestic business was 
divided among a large number of 
accounts—the principal ones being 
Carnation Company, about $2,000,- 
000, and R. B. Semler Company, 
Pinkham Medicine and part of 
Texaco, all over $1,000,000. 


Kudner Holds Up 


During the year, Erwin, Wasey 
probably passed Arthur Kudner, 
Inc., which broke away from E-W 
10 years ago, taking several of its 
leading accounts. Kudner lost its 
part of Best Foods and the Bitu- 
minous Coal Institute to Benton 
& Bowles, Sylvania Electric to 
Newell-Emmett and NIIC (which 
had not yet reached the billings 
stage) to Kenyon & Eckhardt, and 
added no major account. Expan- 
sion of older accounts during the 
year, however, it was said, in- 
creased its volume from $15,000,- 
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Cola’s total advertising budg nt (A 
$12,000,000 or $14,000,000. 000,00 
heuser-Busch, General Tire ding 
Glenmore Distillers helped t th $ 
the D’Arcy agency at an estim, e tha 
$16,000,000, or even more. 2 
Esty Hits $14,000,000 si # 
William Esty & Co. confi Fu “of 
the figure of $14,000,000 f; 1 a 
billings in 1944. About $8,0( usive 
of it came from R. J. Rey f pl 
Tobacco Company, primaril aa f 
Camel cigarets. Other major a R me 
accounts included Super Su lun 
Colgate-Palmolive-Peet Comp, ‘ich bil 
$2,000,000; part of Lehn & Fin” i 
$1,500,000; Thomas Leemin pun? 
Co., Baume Bengue, $750,000, ; a 7" 
Piel’s beer, $750,000. Esty -_ 
Feen-A-Mint in 1944 to Ruthraug@™@ © °°. 
& Ryan. bug fe 
L&M Regains Old Gold nin pl 
The return of Old Gold cigarepoUnts | 
last summer probably will haygp™selida 
more effect on the 1945 than gp" Edisc 
had on the 1944 volume of Lenneq"*, Ha 
« Mitchell. L&M’s billings roggpeat Lal 
from $9,000,000 in 1943 to $1) jpoate M 
000,000 in 1944, but are estimate Gr 
at $14,500,000 for this year. Lik 
other major cigaret brands, oj@4A dark 
Gold may curtail advertisin race 
somewhat, but it is still reckone@m., 2 0! 


as a $3,500,000 account. 
and Carstairs distillers, Jergens 
Woodbury, Tide Water Oil an 
the rest of the P. Lorillard tobacc 
account each are worth $1,000,00 
or more. 


Maxon Billings Shrink 


Maxon, Inc., is the only agence 
contacted which admits smalle 
billings in 1944 than in 194: 
Maxon moved down from slight! 
more than $10,000,000 to slightl 
less than $10,000,000, but its “st 


Calve 


000 to $16,000,000. This came|trend is reported to be “definit 
chiefly from Association of Amer- | upward.” Maxon lost G-E onal 
ican Railways, Buick, Goodyear, | | ances to Y&R but took G-E ele 


HOME DAILY 


PROOF. ON REQUEST 


: General Motors Institutional, Na-|tronics publication advertisin 
TH . tional Distillers and U.S. Tobacco. | from Ayer. It lost the Ford Motaml 
‘THE DISPATCH - COLUMBUS, ete DN 

D’Arcy Does Well /but Ford billings in 1944 wer 

D’Arcy Advertising Company’s | much larger than when Maxo 


billings are derived predominantly | had it. Also, Maxon is reporte 


from Coca-Cola, with an esti-|to have signed 80% of all Form -¥ 
mated $9,000,000 or $10,000,000| dealers to handle their advertis 
| “eommissionable” out of Coca- | ing after the war, and this aq 


1TH the right start in life, any healthy and normal boy or gir! 
W. sure to become a good American citizen. 

To give Boston’s boys and girls the chance to develop under 
practical, spirited leadership, the Hearst newspapers in Boston 
recently organized the Massachusetts Youth Committee. The MYC, 
knowing the accomplishments of WEEI’s Youth on Parade (which 
has successfully grown to be a CBS coast-to-coast favorite ), cam: 
to WEEI and asked for its help. 


A brand-new radio“station”", MYC-WEEL, Jr., was born. It is the HE F 
first of a complete “chain” of 14 intra-school stations to be built and poe 
operated by Boston boys and girls. Each is fundamentally an =— 
ingenious amplifying system which WEEI’s chief engineer, Walte: all the 
Stiles, Jr., designed for easy construction by students from spar« rp 
parts of old radio receivers. me 

pict 


Dolphe Martin, director of WEEI’s Youth on Parade, has written 

a manual showing students how to organize and operate a minia 
ture “station” with all the basic elements of big league broadcasting 
This practical plan for uniting the interests o! 

The 


recently wit! 


first 


myriad young people caught on fast. 
MYC-WEEI, Jr., 
hundreds of proud parents in the studio audienc: 
at East Boston High School. 

Soon 14 MYC-WEE, Jrs., will be operating it 


Boston—building radio’s men and women 0 


went “on the air” 


Columbia's Friendly Voice in 
BOSTON + 590 Ke 


tomorrow... but, above all, building better citizen 


and community leaders for tomorrow. , 


: 


Represented by Radio Sales, the SPOT Broadcasting Division of CBS 
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nt (AA, Jan. 1) may run to 
1,000,000 annually. Heinz, ex- 
nding in newspapers, is now 
ort! $4,000,000, and Gillette 
ore than $1,000,000. 


FSR, Campbell-Ewald Up 


fuller & Smith & Ross increased 
ings from about $10,000,000 in 
43 to about $11,000,000 in 1944, 
dusive of several million dol- 
rs of promotional material pur- 
ged for clients. Principal 
SER accounts are Westinghouse 

Aluminum Company, each of 

billed more than $2,000,000. 
ber as fe Ewald Company 
pulcd report merely that its 1944 
ume was “over $10,000,000” or 
}to 15% more than 1943. Al- 
ough Chevrolet, its largest ac- 
ynt, had much smaller billings 
an in prewar years, several new 
ounts were added, among them 
nsolidated Royal Chemical, De- 
it Edison, Equitable Life of New 
rk, Hanna Furnace Division of 
reat Lakes Steel, and LaPlant- 
pate Manufacturing. 


Grant Hits the Top 


A dark horse in the agency bill- 
race is Grant Advertising, 


¢, a newer and until recently 


relatively unknown agency, which 
may have $13,000,000 or more bill- 
ings, perhaps a third of which are 
in Mexico and South America. In 
this country in 1944, Grant added 
a comic section campaign for 
Plymouth cars and acquired Reich- 
hold Chemical from MacManus, 
John & Adams. Grant also has 
several million dollars of billings 
of Cudahy Packing (Old Dutch 
Cleanser), Folger coffee, Mars 
candy and other accounts. 


Mathes Nears $10,000,000 


J. M. Mathes, Inc., expanded its 
billings from about $8,000,000 in 
1943 to $9,000,000 in 1944, and ex- 
pects to enter the $10,000,000- 
group this year. More than one- 
third of the Mathes volume from 
40 accounts came from Canada 
Dry Ginger Ale, Inc., including 
its liquor division. Union Carbide 
and affiliates and Pan American 
Coffee Bureau also were factors. 
This agency recently added Fred- 
erick Stearns & Co. and American 
Express. 


Gross Agency Moves 

L. H. Gross & Associates, Chi- 
cago, has moved its offices to 185 
N. Wabash Ave. 


Etching Company 


Names Bowes V.P. 
Simultaneous’ with 


and advertising campaign for the 
Etching Company of America, 
Chicago, Joseph E. Otis Jr., presi- 
dent, named Fred H. Bowes as its 
1 W vice-president and sales man- 
ager. Mr. Bowes, for the past 
year on the sales staff of News- 
week, was for seven years a dis- 
trict manager with the F. W. Dodge 
Corporation, Chicago. 

The company, maker of name 
plates, which previously did no 
advertising, will provide an “ade- 
quate budget to use for catalogs, 
direct mail and magazine adver- 


tising,”’ according to Mr. Bowes. 
Agency will be Lamport, Fox, 
Prell & Dolk, Inc., South Bend, 
Ind. 


Davis Promoted 


Elwood M. Davis, eastern sales 
manager of Pitney-Bowes Postage 
Meter Company, Stamford, Conn.., 
has been named assistant to the 
vice-president in charge of sales. 
He will retain his eastern sales 
post. 


Ever Study the Farm Mortgage Percentages ? 


Ra gut in ne fe hs 
eal 
yf 


HE Farm South—the area which Southern 


riculturist reaches and sells so 


938,975 mortgage-free farms. 
all the owned farms in the South. 46.8% is 
nortgage-free percentage for the rest of 
(And these are 1940 figures. 


picture, with income greatly increased, 


U.S.A. 


the South. 


effectively ... 


That 608% This 


century. 


To- 


important 


is even more outstanding.) 


market has been reading 


Southern Agriculturist for three quarters of a 
Today over 900,000 farm homes wel- 
come this vital magazine every month because 
it helps every 
tains them, and they like it. 


member of the family, it enter- 


SOUTHERN 


FIGRICULTU 
‘Slate 


4 


a 


NASHVILLE @ ATLANTA @ LOS ANGELES @ NEW YORK @ CHICAGO @ DETROIT | 


Pabst Names Perlstein 

| Nathan Perlstein, for the past 
announce- | five years merchandising manager | manager of Crosley 
ment of a new sales promotional | of Pabst Sales Comuens, Chicago, | 


Nathan Perlstein 


gram originates in Hollywood and 
features the film comedian 
Harry James’ orchestra. 
heard Saturdays, 
EWT. 


Warwick & Legler 
agency handling the account. 


53 


‘Bonneville Named 


E. A. Bonneville, regional sales 
Corporation, 
| Cincinnati, has been appointed to 
has been named | direct sales of the line of steel 
advertising|kitchen cabinets and sinks which 
manager. He|Crosley recently announced it 
is now in Los| would manufacture after the war. 
Angeles to sup-| 


Joins West-Marquis 


ervise the new 

Pabst program, | 

th “ rs sane W. I. Brennan, formerly adver- 
Kaye Show.” tising manager of Bardwell & Mc- 
The program Alister, Los Angeles, has joined 
replaced West-Marquis, Inc., Los Angeles, 
Pabst’s “Kenny and will continue as account ex- 
Baker Show” ecutive on the Bardwell-McAlister 


on CBS Jan. 6 and other accounts. 


The new pro- : 

Named Radio Director 
with Chester Miller, who has con- 
It will be | ducted his own business in Chi- 
8-8:30 p. m.,|cago for the past three years, has 
is the| joined Louis E. Wade, Inc., Fort 
Wayne, Ind., as radio director. 


Starting at 5 a.m. with WWL’s 


Farm Program... 


Speeding up at 7:30 with WWL’s 
“Dawn Busters”. 


Folks turn first to - 


NEW ORLEANS 


A DEPARTMENT OF LOYOLA UNIVERSITY 


THE GREATEST SELLING POWER 
IN THE SOUTH'’S GREATEST CITY 


50,000 Watts 


* Clear Channel «+ CBS Affiliate 


Represented Nationally by The Katz Agency, Inc. 
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Boston’s 
Only ALL-DAY 


Newspaper... 


...is the only Boston newspaper bringing 
its readers the world-wide reports of SEVEN 
sreat news-gathering agencies: Associated 
Press, United Press, Chicago Daily News 
Foreign Service, North American News- 
paper Alliance, Chicago Sun Foreign 
Service, Overseas News Agency, N. Y. 


Herald-Tribune News Service. 


* All comics, editorials, columns, cartoons and other features appear in A.M. GLoseE and in P.M. GL OBE. Result: 
Your advertising is read by two different, but equally responsive groups—one in the morning; one in the evening 
. practically no duplication. 


The Boston Globe 


MORNING + EVENING + SUNDAY 
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AP BOND MAN 


~ cass of 63 7s: 


ETWEEN DRIVES' COPY—Here are two of the “interim’ war bond appeals 
easury is urging for use between now and the 7th War Loan drive. A college 
Hucation for the youngster is stressed in the ad at the left, prepared for 
agazines by Young & Rubicam. A new postwar barn is the appeal set forth 


the second advertisement, prepared by Erwin, Wasey & Co. for use in farm 
publications. 


CANDY CONTRACT—Following Loft 
Candy Corp.'s first test of television on 
WABD, New York Du Mont station, 
Jane Lloyd-Jones, star of the program 
"The Vanishing Princess,’ shakes hands 
with George R. Frederick, vice-presi- 
dent of Loft. Looking on is Milton S. 
Gladstone, vice-president and account 
executive of Al Paul Lefton Co., New 
York agency working with Loft on the 
video venture. 


Daa arent you glad 


weve KEPT our War Bonds ?” 


EW WCOP LINE-UP—The new executive staff of WCOP, Boston, purchased 
cently by Cowles, are, seated, A. N. Armstrong, general manager, and stand- 
g, left to right, Paul Belaire, commercial manager; Roland C. Hale, chief 
gineer; Frank J. Brinkmann, chief accountant; John D. Maloy, program man- 
ger; Harry D. Goodwin, promotion and merchandising manager. WCOP 


will become the Boston outlet for the Blue Network on June 15. 


JOS. SCHLITZ BREWING CO. 


Attte toler, Whore 


BONDHOLDER—Jos. Schlitz Brewing 
Co. continues its Treasury support with 
this copy, appearing in newspapers 
coast to coast, to stress the importance 
of keeping war bonds. McJunkin Ad- 
vertising Co., Chicago, is the agency. 


THE RUSH IS ON.. 4 
F ¥ Py 


\\ towod 


‘Dam, 
a eo ete ag sue 
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LEADS SERIES—First of six full-page 
ads, this copy for Burroughs Wellcome 
& Co.'s Borofax borated ointment is 
appearing in color in January issues 
of Parents’ Magazine and Hygeia, and 
in black and white in Congratulations. 


DERS FOR BRITONS—The National Savings Committee of Great Britain 
eased a new set of posters, each of which carries the slogan at the 

with the upper portion left blank for overprinting with such local 
message as may be thought most important. 


>HOTOGRAPHIC REVIEW 


| betel pul and get un-der - 


@ Binds, wy cast towne ar the old sony Faron ace tocked chasely with emee ard cos Med new Matbaeds of prectele 
. . a pron ' What we have learned ia bustling ¢ 
bs * eos Mas pemwer war should enable the Essun orgeowe 
t se tet tI pres wer is ses hie tioe te play « dete helpful part than 
ites Perea} e tree before in the development uf the 
is, and tad + %  pencetione suseimactive tuner When the 
wt s ms € for wen amd 2 half pases. Beta, of time cumes, Eaton will Ik evgely 
po ontabolt marae thes be engaged nm war 
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F : Pass: Siehane + PonaR s wamnen « wontene 
the wcacetion proticdon of yoatiny ca mantl Ke hae toced heuer meted tate oeeke* vanes « magmnane 


SOPPUERE OF TINE FRACTION FARTS TO 1HE AUTOMOTIVE BD ATHCRAT! (HOUSTEIES FOR MORE THAN tetETY YeaRs 
WOW, AND Tt VICTORY fh WON SEVOTING OUP ENTIOR FACHKITINS AND FESOURCES TO Wat woRK. 


t 


FUN WITH THE SPEBSQSA—This Eaton Mfg. Co. page, which appeared in 
Fortune, Business Week and trade publications, caused a tangle with the 
“powerful Society for the Preservation and Encouragement of Barber Shop 
Quartet Singing in America,’ and a threatened "'slander suit" for $10,000,000. 
The case for the SPEBSQSA secretary, and for Eaton Ad Manager Morgan Fen- 
ley, provided amusing reading in The Eaton News, company house organ. 


HELPS THE CAUSE—When the clock on this Hamm's beer display went out 

of commission, so many calls were received by Robinson Outdoor Ad- 

vertising Co., Lincoln, Neb., that a 24-sheet poster was erected which con- 
tinued observers’ interest and helped along the 6th War Loan. 


SURVIVAL 
OF THE FIPTEST 


THE WHITE MOTOR COMPANY 
Clevetend. Ohin. U. 6.4 pe] 


ete 2a” 


1945 OPENER—This full-color page opens the 1945 magazine series of White 
Motor Co., Cleveland, paying tribute to major home front industries. D'Arcy 
Advertising Co. is handling the expanded campaign. 
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Bell Aircraft Photo 


JET-PROPULSION OF AIRCRAFT 
Bell Aircraft’s highly secret, jet-propelled P-59A 
Airacomet. So vibrationless in flight that auto- 
matic vibrator is used on instrument panel to assure 
operation of delicate instruments. 


MATHEMATICAL ROBOT 
World’s biggest “calculating machine.’ Weighs 35 
tons. Deals in billions of billions. Solves abstruse 
mathematical problems that would take a mathema- 
tician a lifetime. 


CHEMICAL DDT INSECTICIDE 


Amazing killer of insects, including the louse, 
carrier of typhus. Halted epidemic in Naples. Pre- 
invasion “dusting” of Saipan, by one plane, largely 
eliminated malarial mosquito there. 


gage it reports accurately and authoritatively 
in its field, POPULAR SCIENCE Monthly 
has a special appeal to those scientifically and me- 
chanically inquisitive Americans whose genius 
has outproduced the world in implements of war— 
and by whose skill and “know how” the problems 
of a thriving peace economy will be solved. 


Who are these men? They are the Captains of In- 
dustry who point the way—and the engineers, the 


me *Science Service is the news 
agency, with trustees nomi- 
nated by leading scientific 
and journalistic organiza- 
tions, that supplies news and 
feature services to leading 
newspapers and magazines. 
POPULAR SCIENCE 
Monthly is a subscriber to 
its news and feature coverage. 


NEW YORK + CHICAGO -« 


* . 
Most Important Scientific Advancements of 1944 
NDER pressure of war, scientific advancement races ahead at accelerated 
. speed. Here, from a multitude of advances, are the most important of 
' 3 1944 as picked by a distinguished authority, Watson Davis, Director of 


Science Service*, Washington, D. C., the Institution for the Popularization 
of Science. 


POPULAR SCIENCE Monthly is proud that, through its forward-looking 


: : . ‘ BrunswW 
editorial policy, the news of each of these advances, as it developed, has lebratir 
been authentically covered in its pages. For over 700,000 copies each month ry this 
reach millions who look to POPULAR SCIENCE Monthly for accurate, King 

. . . . . . . . bnoln 
authoritative and fascinating reporting in the field of science and mechanics. enging 
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Science Service Photo 
: a British Official Photo 
SPLITTING HUMAN BLOOD INTO 7 “FRACTIONS” ROCKET-PROPULSION OF BOMBS Bob L 
For treatment of shock, for measles prevention, for Cutaway view of “V-1", first German robot bomb. me pr 
. P : Carries detonating charge of one ton at 350 mph. essing 


use in surgery (fibrin foam and plastic),in skin grafts, 
for blood typing, for wound healing. Cotton-like wad 
above is fibrin foam—helps stop bleeding. 
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Guided in flight by automatic, mechanical “pilot.” 
Now made in quantity in U. S, 
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Official Photo U. S. Air Forces 


CLEVELAND - 


B-29 SUPERFORTRESS 


141-foot wing spread —4 engines — 6,600 horse 
power. 10 machine guns and 20 mm. cannon op- 
erated by electrical, remote control. Fuselage twice 
size of boxcar — speed well over 300 mph. 


PENICILLIN 
New promise in man’s war on 
disease. Laboratory technician 
examines mold—source of Peni- 
cillin. Used with success in treat- 
ment of wide variety of diseases. 


foremen, the skilled craftsmen and mechanics who 
get the job done. They read POPULAR SCIENCE 
Monthly, they tell us, “for business and pleasure”’. 


And, just as these men are first with the knowledge 
and development of new things, so they are first in 
ownership of new things. Advertisers who tell them 
about their new products will find them an avid 
and receptive audience—an audience that is a potent 
spearhead for postwar markets. 


THE NEWS*PICTURE MAGAZINE OF 


DETROIT - 


Westhaghonse Photo 
STERILIZATION OF AIR 


“Death ray” for microbes. Ultra- 
violet light and triethylene glycol 
sterilize air, reduce chance of in- 
fection, combat spread of air- 
borne diseases. 


SCIENCE AND 


LOS ANGELES - 


IMPREGNATION OF WOOD 
Soft wood is given great hardness and durability. 
Cheap, easily available wood doubles for hard in 
airplane propellers, “briar’ pipes, heels of milady’s 
shoes, etc. 


SYNTHETIC RESINS (SYLICONE PLASTIC) 
Feels like putty, looks like white 
clay. Bounces like a golf ball, 
stretches like a rubber band. Re- 
mains pliable in cold 60° below 
zero. Resists heat 575° above zero. 
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